









KATARZYNA WIERZCHOWIECKA  
MARKET OPPORTUNITIES AND VALUE CREATION FOR 
ENGINEERING SERVICES IN POLAND: THE MINING AND 
ENERGY INDUSTRIES 









Prof. Olavi Uusitalo has been appointed as the examiner at 
the Council Meeting of the Faculty of Business and Built 





TAMPERE UNIVERSITY OF TECHNOLOGY 
Master’s Degree Programme in Industrial Engineering and Management 
 
WIERZCHOWIECKA, KATARZYNA: Market Opportunity and Value Creation for 
Engineering Services in Poland: The Mining and Energy Industries 
Master of Science Thesis, 89 pages, 9 appendices (10 pages) 
April 2015 
Major: Industrial management 
Examiner: Professor Olavi Uusitalo 
Keywords: Market opportunity, Value creation, Poland 
The steadily accelerating globalization has given the means and motivation for 
companies to find new market opportunities and thus enter new markets. In order to 
minimize the risks involved in such activity and assess the size of the opportunity it is 
essential to conduct market opportunity analysis on the desired target market. Success in 
a market requires the knowledge on internal and external factors affecting market 
opportunity as well as the ability to understand target market’s needs and preferences. 
This way the customer value can be maximized and a mutually beneficial relationship is 
created. 
The objective of this thesis is to determine what kind of market opportunities there are 
for engineering services in the Polish energy and mining industries and how they should 
be pursued. The study was conducted as an empirical qualitative case study using 
referee-articles, Internet, qualitative interviews and surveys as a source of information. 
The framework created for this thesis can be used by companies to understand market 
opportunities in a given market and, thus, improve their value creation abilities and 
possibilities to succeed there. 
The study concluded that the Polish market is still quite traditional in terms of the use of 
the transactional approach in make-or-buy-decisions. However, the industries are 
currently in the discontinuity phase where they must choose whether they will move to 
the new practices or alternatively disappear from the market. This may offer a market 
opportunity to educate the target market and thus create them value. 
The results of the study raised many interesting topics for further research. The most 
interesting one is the question why cooperation between companies and universities is 
not widely used in Poland and whether there would be a possibility to gain any benefits 
from such an activity. Moreover, the thesis raised the question whether the results of the 
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Jatkuvasti kiihtyvä globalisaatio on antanut yrityksille mahdollisuuden ja motivaation 
löytää uusia markkinamahdollisuuksia ja täten laajentaa toimintaansa uusille 
markkinoille. Minimoidakseen tällaiseen toimintaan liittyvät riskit ja arvioidakseen 
löydettyjen mahdollisuuksien potentiaali, yritysten kannattaa suorittaa markkina-
mahdollisuuksien analyysi kohdemarkkinoista. Menestyminen markkinoilla vaatii 
ymmärrystä sisäisten ja ulkoisten voimien vaikutuksista markkinamahdollisuuteen sekä 
kohdemarkkinoiden tarpeista ja preferensseistä. Näiden tietojen avulla on mahdollista 
maksimoida asiakasarvo, mikä puolestaan luo edellytykset kumpaakin osapuolta 
hyödyttävän kumppanuuden syntymiselle. 
Tämän diplomityön tavoitteena on määritellä minkälaisia markkinamahdollisuuksia 
insinööripalveluille on olemassa Puolan energia- ja kaivosaloilla ja miten niitä tulisi 
tavoitella. Tutkimus toteutettiin empiirisenä kvalitatiivisena case-tutkimuksena käyttäen 
hyödyksi referee-artikkeleita, Internetiä, kvalitatiivisia haastatteluja sekä kyselyjä. 
Diplomityötä varten kehitettyä viitekehystä voivat käyttää apuna yritykset, jotka 
haluavat ymmärtää tiettyjen markkinoiden mahdollisuudet ja täten parantaa kykyään 
luoda arvoa asiakkailleen kasvattaen näin mahdollisuuksiaan menestyä markkinoilla. 
Tutkimuksen avulla saatiin selville, että Puolan markkinoilla käytetään yhä suhteellisen 
perinteisiä toimintatapoja. Tämä ilmenee muun muassa alihankintapäätöksiä hallitsevina 
transaktionaalisina käytäntöinä sekä yritysten käyttäminä korkeina hierarkioina ja 
sulkeutuneisuutena. Pitkään jatkunut perinteisten toimintatapojen käyttö on kuitenkin 
päässyt elinkaarensa loppuun, mikä on johtanut siihen, että tällä hetkellä tutkitut 
toimialat ovat epäjatkuvuuskohdassaan. Tämä tarkoittaa sitä, että yritykset, jotka 
päättävät mukautua uusiin toimintatapoihin tulevat uudistumaan ja menestymään 
markkinoilla. Samalla yritykset, jotka jatkavat toimintaansa vanhaan tapaan tulevat 
katoamaan markkinoilta. Tämä puolestaan tarjoaa markkinamahdollisuuden valistaa 
kohdemarkkinoiden yrityksiä tämänhetkisestä tilanteesta ja näin luoda heille arvoa.  
Diplomityön tulokset nostattivat monta kiinnostavaa jatkotutkimusaihetta. Näistä 
kiinnostavin on kysymys, voiko saadut tulokset yleistää pätemään muillakin toimi-
aloilla. Lisäksi työ pohtii miksi yritys-yliopisto – yhteistyökäytäntö ei ole Puolassa 
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In order to be able to understand the market opportunities and value creation in the 
Polish mining and energy industries, we start the thesis by introducing the theoretical 
research background in subchapter one. Thereafter, in subchapter two, we present the 
empirical research problem together with the current practices framework of the case 
industries that we use throughout the thesis. In subchapter three we define the objectives 
and scope of the research and finally present the structure of the whole thesis in 
subchapter four. 
 Research Background 1.1.
During the last few decades business has been characterized by the rapid globalization 
of the world. This has mainly been caused by the great advances made in the 
transportation, communication and information technologies as well as the elimination 
of trade barriers and the establishment of countless trading agreements. Moreover, the 
increased stability of money exchange transactions and the relatively peaceful situation 
between different countries has enabled the flow of goods and services without 
unnecessary interruptions. (Czinkota et al., 2007; Daly, 1999) These factors have 
considerably increased the ease of doing business in the international markets, which 
has improved the companies’ motivation and ability to enter new, larger markets that 
were rather challenging to access in the past. This, in turn, has created countless new 
business opportunities for companies that are able to capture the potential of a given 
market. (Tallman, 2010) 
The decision to enter a new market can, however, be very risky. Strategic market 
decisions have a significant, long-term impact on the organization as they can waste 
valuable resources, such as time and money. This not only uses the company’s 
resources unnecessarily but also prevents it from investing in profitable markets and 
thus increasing the loss from both sides. (Aaker, 2008) Czinkota et al. (2007) point out 
that the single most important reason for companies’ businesses to fail in the 
international markets is the fact that they have not prepared enough by doing research 
on the opportunities of the target market.  
Most often the main goal of researching a market is to find out how attractive a selected 
target market is (Cavusgil, 2001). According to Cavusgil (2001) the information 
provided by the research helps in reducing uncertainty, pinpointing correct solutions and 
determining the appropriate marketing strategy. It should be seen as the identifying, 
creating and sustaining competitive advantage (Golicic et al., 2003). This shows that 
knowing your target market has a significant impact on the success of the company 
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(Ottum & Moore, 2003). Woodruff & Gardial (1996) present a market opportunity 
analysis framework where after a thorough environmental analysis the market is defined 
and finally customers, competitors and suppliers are analyzed. This gives a basis for the 
estimation of the market demand and, thus, enables the evaluation of the market 
opportunity together with the company’s abilities.  (Woodruff & Gardial, 1996) 
In general market opportunity analysis constitutes of the analysis of the firm’s external 
and internal situation: it considers such external factors as the environmental, market, 
customer and competitor forces as well as internal factors that concentrate on the 
performance and overall strategy of the company. By combining these two factors it is 
possible to identify whether the company has possibilities to succeed in the market. 
(Aaker, 2008)  
Success in a market requires the ability to profitably satisfy the area of the buyer’s 
needs which is called a market opportunity (Kotler & Keller, 2012). According to 
Stevens & Loudon (2006), market opportunity analysis includes in addition to the 
external and internal considerations a financial analysis which determines the 
profitability of the opportunity. However, management is usually most interested in the 
potential size of the demand in a market as it has a strong correlation with the potential 
revenue (Woodruff, 1976). According to Kotler & Keller (2012), market potential is the 
limit that the market demand approaches in a certain industry. This is only the upper 
limit of demand that is then distributed between different companies and thus the 
company demand is usually smaller than this. 
Of course, the existence of demand does not necessarily mean that there is a market for 
a specific company if it cannot deliver what the customer wants. Customer value is an 
important concept that describes the customer’s preference for and evaluation of the 
offering’s attributes, attribute performances and consequences that arise from the use of 
the product or service in order to achieve the customer’s goals (Woodruff, 1997). Some 
parts of the offering can create additional value while others are insignificant and thus 
have no value to the customer. By offering only the valuable aspects of the offering to 
the customers, the overall profitability is better, both for the customer and the company 
as the customer receives great value for what he has paid while the company receives a 
satisfactory monetary reward for its services. (Anderson & Narus, 1995) 
According to Smith & Colgate (2007) by analyzing which features create superior value 
to the customers it is possible to create an offering that has more value to the customer 
and thus creates more demand in comparison to the other players in the market. 
Moreover, it is important to evaluate whether the market value creation requirements 
are in line with the firm’s strategy or organizational goals and resources (Bond & 
Houston, 2003). Therefore it is essential to evaluate the discovered business opportunity 
in relation to the capabilities and goals. After all, a market cannot be a profitable 
opportunity if the value cannot be delivered by the company. 
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 Empirical Research Problem 1.2.
Today there are some countries that offer some particularly attractive business 
opportunities because of their exceptionally high growth. These countries are so called 
emerging markets that are receiving extra attention because of their great market power 
and growing competitiveness. (Cavusgil, 1997; Waheeduzzaman & Rau, 2006) One of 
these emerging markets is the Polish market, which has become one of the most popular 
and fastest growing markets in Europe in the recent years (Trudelle, 2011).  
This has been possible thanks to the collapse of communism in 1989 which freed the 
country’s internal demand, exporting and foreign investment (KPMG, 2013). This 
growing trend has accelerated especially after Poland joined the European Union which 
liberated the free movement of people, goods, services and capital while reforming the 
governmental regulation, especially in the private sector (U.S. Commercial Service, 
2013). Therefore Poland’s economy and living standards have steadily been converging 
towards EU’s average (OECD, 2014).  
At the same time, Poland has lower employment costs than other EU and Western 
countries, lower cultural barriers compared to, for example, Asian countries and skilled 
workforce (Depczyk, 2012). There is also an abundance of heavy industries, such as the 
machine building, iron and steel, coal mining and shipbuilding (CIA, 2014) as a legacy 
from the central planning time and their plants and equipment require renewal in the 
form of investments. This will improve the industry’s efficiency, both in the case of 
resource inputs and output. (OECD, 2002)  
The empirical research aims to find new business opportunities in the Poland for a large 
engineering company that specializes in machinery and industrial equipment design 
which can be more broadly defined as engineering services. The empirical problem is 
concerned with the question which industries and the companies within the industry 
would have the most demand for the case company’s services and how can the company 
create superior value to potential customers and thus gain competitive advantage. This 
includes the evaluation of customer needs in respect to the current offering that would 
give implications on how it should be developed so that it would answer the customer 
needs more thoroughly. 
The company is divided into four business units depending on their field of expertise. In 
this research we will concentrate on two of them, which are the material handling 
systems & lifting solutions and the power plant & boiler technology. The company 
offers a wide range of engineering services, such as concept services, project design and 
management services as well as design services. They include the technical expertise in 
mechanical, electrical and automation design complimented with expert services such as 
testing, technical calculations, product safety and life cycle analyses. Solutions and 
services may be implemented as a complete EPCM service (engineering, procurement 
and construction management) or as separate services depending on customers’ needs. 
The engineering company aims for safety, environmental friendliness, and cost-
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efficiency while delivering customer satisfaction by making the customer’s operations 
more efficient. (company webpage & brochures, 2014).  
The Dynamics of the Mining and Energy Industries 
As our study concentrates on energy and mining industries, we will examine their 
dynamics in more detail. Figure 1 presents these industries’ different players depending 











Figure 1:  Players in the mining and energy industries 
As in any industry there are the end users who are the main clients making an 
investment in a mine or a power plant which is necessary for them to produce goods that 
can be sold to their clients. We call them the first level players as they are the ones 
starting the investment. This investment is usually ordered from a main contractor who 
bears the main responsibility for the proceeding and finishing of the investment. We call 
them the second level players. These players subcontract parts or bigger entities of the 
big investment to third parties which have more resources or better knowledge about 
their specific field. As there are many of them with smaller responsibility each, we call 
them the third level players.  
Our case company’s services can be offered to all three levels of players. These services 
can be divided into two categories within the two industries (see Figure 2) that are the 





















Figure 2:  Mining and energy industries divided by service type 
In this thesis project management is defined as designing and managing the building of 
actual entities on a certain land area while equipment engineering is more concentrated 
on engineering the machines needed to operate in the entities. In terms of engineering 
services, the first level players are usually buying an entire project rather than separate 
entities while the second level players may be interested both in the project management 
and engineering services. The third level is mostly concerned with equipment 
engineering. 
Most importantly, however, it shows how our two industries are related: the mining and 
energy industries use some of the same material handling systems whereas the 
industries are interconnected because of the use of mined coal for energy production. 
The material handling and lifting solution industry produces equipment for moving, 
lifting and processing materials such as conveyors, overhead travelling cranes and 
crushers. The mining industry, on the other hand, uses those conveyors and crushers 
together with the mining machinery for ore production. The coal produced in the mines 
is then delivered to power plants where the fuel is burned in boilers for energy to be 
released for use. 
 The Objectives and Scope of the Research 1.3.
As seen in the previous section, Poland is a rapidly growing country that offers many 
opportunities for business. The aim of this thesis is to analyze the Polish market in the 
light of engineering services in order to have a comprehensive understanding of the 
potential business opportunities for engineering services of material handling systems 
and boilers & power plants. Therefore, the objective of the study is to answer the 
following questions: 
 What kind of market opportunities are there for engineering services in the 
Polish energy and mining market (and how should they be pursued)? 
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In order to answer these questions we must first answer the following sub questions:  
 Which of the case company’s services have the best future prospects in the 
target market? 
 What kind of an offering would create competitive customer value by meeting 
customers’ needs? 
 How well would the case company be able to deliver the required value given its 
objectives and resources? 
 How should the case company proceed? 
In other words the objective of the study is to research the Polish market and find new 
business opportunities there. Therefore, the objective is to evaluate the external 
environment which constitutes of the knowledge about the market itself, the customers 
and competition alongside the environmental trends that can be expected in the future. 
The aim is to be aware of how big the market is, how quickly it is growing and what 
kind of barriers and risks exist posed, for example, by the government or technology. 
Moreover, we want to analyze the needs of the potential customers and compare them to 
the current services in order to find features that can be changed so that it would answer 
customer need more thoroughly. By doing so, the aim is to create an offering that would 
offer superior value to potential customers and evaluate whether it is possible for the 
case company to deliver this value in the frame of its goals and possibilities. 
The study will present a comprehensive analysis of the current situation in the Polish 
markets and evaluate if the company should proceed in the attempt to conquer the 
market. The study will be conducted from the Finnish engineering company’s 
perspective and, thus, it will be valid only for the specific business opportunities of a 
Finnish company to the Polish markets. Moreover, the study will mainly concentrate on 
the market opportunities of engineering services in the most promising industries from 
the perspective of the case company’s strengths. Finally, the customer value creation 
will concentrate on the needs and wants of the interest groups in Poland. 
 The Structure of the Thesis 1.4.
As can be seen in Figure 3, this thesis begins with an introduction about the topic and 
explains its background while motivating the need for the research. It presents also the 
empirical research problem and defines the objectives of the study, after which the 
structure of the thesis is presented. The related literature is reviewed in chapter two, 
which covers the concept of market opportunity analysis. It examines how to evaluate 
and measure opportunities. Moreover the chapter defines the concept of customer value 
and discusses how it can be created and maintained. At the end of the chapter a 
framework for this research is presented and explained in detail. The next chapter, 
chapter three, explains the methodology used in the study which, in other words, is the 
approach and method that has been chosen to conduct the study.  
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1. INTRODUCTION
2. MARKET OPPORTUNITIES FOR ENGINEERING SERVICES IN 
POLAND
3. RESEARCH METHODOLOGY




Figure 3:  The structure of the thesis   
The last three chapters aim for finding a solution to the empirical problem. Chapter four 
introduces Poland and the Polish industries and evaluates their future prospects by 
examining the environmental forces that may affect them. Moreover, it examines the 
attractive markets by evaluating the demand and analyzing competitor’s offerings. After 
this, the factors contributing to high customer value of the specific potential customers 
are examined, especially from the perspective of what is the case company offering at 
the moment and what it should change in order to be able to offer superior customer 
value. In this chapter we also discuss the market potential for the future and the case 
company’s strategic goals and possibilities to benefit from the expansion opportunities. 
In the fifth chapter we will examine the options of proceeding with discovered market 
opportunities and discuss the most feasible strategy. The last chapter then presents the 
managerial and theoretical implications, recommendations for the case company and 
presents the conclusions. 
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2. MARKET OPPORTUNITY FOR 
ENGINEERING SERVICES IN POLAND 
Market opportunity is the area of buyer need that the company has a good chance of 
profitably satisfying (Kotler & Keller, 2012). For us to be able to understand and 
identify these market opportunities, in the following subchapter we examine different 
market opportunity analyses and their parts. In order to be able to find these market 
opportunities, in the second subchapter we continue with discussing the different 
sources of market opportunities and thereafter in subchapter three we examine how 
customer value and opportunities can be created. Finally, we discuss the Polish business 
culture in subchapter four and present the framework for this thesis in subchapter five. 
 The Process of Market Opportunity Analysis 2.1.
Market Opportunity Analysis (MOA) is the process of evaluating market opportunities 
in a market. (Kotler & Keller, 2012) According to Cuyvers (2004) there is no difference 
between foreign market opportunity evaluation and conventional market research of a 
company from the methodological point of view. However, there is a consensus that 
both the internal and external factors influencing business opportunities should be 
examined before making any decisions (Kotler & Keller, 2012; Aaker, 2008; Stevens & 








· Determinants of 
Strategic Options
 
Figure 4:  Strategic market analysis (Aaker, 2008) 
The strategic market analysis contains two separate yet interdependent aspects that are 
the internal and external analyses. The external analysis constitutes of the customer, 
competitor, market and environmental analysis. Internal analysis, on the other hand, is 
defined by the performance and strategic goals of the company.  Their outputs present 
the external opportunities and threats as well as the internal strengths and weaknesses 
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that affect the success of the business. When these two aspects are combined, an overall 
picture can be created and an appropriate strategy selected. (Aaker, 2008) 
Cavusgil (1985) and Kumar et al. (1994) present an alternative process of market 
opportunity analysis in Figure 5. It includes three stages that are the preliminary 
screening, industry market potential and company sales potential. 
1. Preliminary Screening 2. Market Potential 3. Sales Potential
 
Figure 5:  The process of MOA (Cavusgil, 1985; Kumar et al., 1994) 
The process of evaluating market opportunities starts with the preliminary screening of 
the foreign market to assess the attractiveness of each necessary country that is based on 
the demographic, political, economic and social environment’s factors. This is then 
followed by an industry market potential analysis which is interested in facts such as the 
market size and growth, competitors or the market access. The last stage is concerned 
with the company’s sales potential and, thus, its aim is to evaluate the profitability and 
product adaptation needs. (Cavusgil, 1985; Kumar et al., 1994) The first two stages are 
mainly concerned with the external forces while the last stage evaluates the opportunity 
in the light of the company’s abilities and is, thus, more of an internal analysis. 
However, all of the stages are taking into consideration both the internal and external 
aspects as even the environmental forces are examined from the firm’s perspective and 
not just in general. Similarly, the internal analysis is guided by the external evaluation. 
Woodruff & Gardial’s (1996) framework for the market opportunity analysis process in 
Figure 6 has similarities to the ones described by Cavusgil (1985) and Kumar et al. 
(1994). However, it is a more detailed description of the MOA following the same path 
of general screening, in-depth industry analysis and company possibilities evaluation 
sequence. 
· Environmental Analysis




· Market Demand Analysis







Figure 6:  The process of market opportunity analysis (Woodruff & Gardial, 1996) 
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There are five phases that guide the opportunity analysis. The first phase concentrates 
on the environmental aspects of the target market by evaluating the macro-environment. 
It comprises of the forces that are outside of the company’s control, such as the 
economic or political forces. The second phase, namely the market definition analysis, 
includes the identification of customer segments that the company serves. In the next 
phase the aim is to evaluate the size and distribution of the market by assessing the 
customers’ needs, competitors’ offerings and the suppliers’ abilities. The fourth phase 
then estimates the total current and future demand for the product or service. The last 
phase contains the crucial process of defining the possible opportunities in regard with 
the organizational capabilities. (Woodruff & Gardial, 1996) The first four phases can be 
seen as the external analysis that is then followed by the internal analysis as in Aaker’s 
(2008) strategic market analysis. Also the supplier analysis conducted in phase 3 is a 
part of the internal analysis. This shows how the internal and external analyses have to 
be integrated in the opportunity analysis in order to determine the best strategy.  
In the following subchapters we examine the aspects of a market opportunity analysis. 
In the first subchapter the importance and the effect of the environmental forces are 
discussed. The next subchapter then studies the characteristics of business markets and 
why the customers should be segmented in order to deliver customer value by 
evaluating their current and especially the unmet needs. 
2.1.1. Environmental Analysis 
Globalization has increased the complexity of the environment and therefore has more 
significance in a company’s possibilities to achieve its goals (Yüksel, 2012). These 
environmental forces that are outside of the company’s control may include economic, 
technological, social, political and regulatory forces that affect the opportunities in a 
market. (Golicic et al., 2003) Therefore, companies must keep an eye on these changes 
in order to maximize the possible growth opportunities and minimize the negative 
impact. These indicators can be used in the screening stage to eliminate markets that do 
not offer opportunities (Kumar et al., 1994). In other words it can also pinpoint those 
markets and industries that are the most prospective and thus may offer business 
opportunities and similarly help in identifying potential risks and thus prevent from 
making unfeasible decisions.  
Aaker (2008) points out that the impacts of the environmental forces can be both direct 
and indirect: increasing oil prices affect directly the companies’ costs but it has also 
indirect impacts as it can encourage countries to form alliances in order to have access 
to cheaper oil. This, in turn, will further affect the rising prices of oil and in this way the 
company itself. Also, new technological innovations may appear that will reduce the 
demand of oil. At the same time, the environmental pressure to reduce the use of 
conventional sources of energy may motivate the governments to set up restrictions that 
would save the nature. This illustrates how all the environmental forces are 
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interconnected and a change in one of them can affect one or more of the other aspects. 
At some point this chain of events has an impact on the company itself and it depends 
on the company if it is able to predict the threats and opportunities posed by the 
environment and consequently protect itself or in best case benefit from it. 
2.1.2. Defining the Target Market 
The environmental analysis gives a basis for defining the industries with the most initial 
potential. This helps in segmenting the market into a product-market structure and in 
this way establishes the boundaries for the subsequent analysis. (Woodruff & Gardial, 
1996) By defining the market, a company chooses groups that are of greater interest to it 
(Anderson et al., 2009). By analyzing the customers and competitors as the market 
forces it is possible to make strategic judgments about the market and its dynamics. It 
also creates a base for analyzing market potential and, thus, its attractiveness. (Aaker, 
2008)  
Characteristics of Business Markets 
A success in a market requires the understanding of the customer firm’s buying 
behaviour and other characteristics (Johnston & Lewin, 1996). Business markets are 
those markets that consist of firms that use the purchased goods for producing goods 
and services themselves (Coviello & Brodie, 2001). The main characteristics of 
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Figure 7:  Four perspectives of business market characteristics (Lilien, 1987) 
We can examine the markets from four perspectives that are concerned with the 
purchasing behavior, customer characteristics, customer relationship and the product 
characteristics. The purchasing behavior considers the source of the demand, the 
amount of decision makers and the purchasing process itself. According to Lilien (1987) 
business markets are characterized by derived demand since it is the end customers that 
define the final demand. Therefore, the demand is fairly inelastic. At the same time, the 
purchasing decision is made by a team of managers whose personal opinions may be 
contradicting which usually also prolong the decision making process itself. Purchasing 
managers are constrained by a combination of personal, organizational and strategic 
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considerations but at the end of the day, all buying behavior is a decision of an 
individual (Webster & Wind, 1972). This shows that industrial decision-making is a 
complex activity which needs actions with many levels of managers that should be 
influenced and managed. 
The second dimension, the customer characteristics defines the amount of buyers and 
sellers as well as their heterogeneity. B2B markets have more sellers than customers and 
there is considerably fewer of them in total. This leads to the fact that business markets 
have heterogeneous customers with specific needs and, therefore, they are more difficult 
to measure. (Lilien, 1987) Because of the small amount of players on this market, the 
selling is usually direct which stresses the importance of buyer-seller interdependency 
(Webster, 1978). In other words business markets are dominated by relationships each 
and every one of them with unique characteristics and demands (Gruen, 1995). After all, 
these relationships are vital for a longer time, usually with repetitive purchases and 
continuous communication. As the business circles are relatively small, any 
disagreements with customers reduce the amount of possible partners and may cause 
complications with other parties. Especially the biggest customers should be taken care 
of and their relationships nurtured and energized. 
Lastly, a main characteristic of business markets is that they usually handle systems 
selling (Lilien, 1987). This means that suppliers offer a bundle of services instead of a 
single product since business customers usually seek for the satisfaction of the total 
need (Håkansson & Snehota, 1995). Multiple projects regarding the same task enable 
specialization and a better satisfaction of customer needs. This also means that a single 
customer in business markets is extremely important: a loss of one customer is a 
significant loss to a company. 
Segmentation 
Traditionally there has been an idea to segment the market into groups or segments that 
have a fairly similar requirements and preferences within a group. This leads to 
differentiation which increases the company’s profitability. (Bailey et al., 2009) 
Anderson et al. (2009) distinguishes between conventional and progressive bases of 
segmentation which have been presented in Figure 8.  





PROGRESSIVE BASES OF SEGMENTATION
· How the offering is used
· Customer’s capabilities and needs
· Usage situation
· Contribution to profitability
 
Figure 8:  Conventional and progressive bases of segmentation (Anderson et al., 2009) 
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The conventional bases concentrate on the industry, customer size that is usually 
gathered from secondary sources such as the total sales or number of employees, 
geography and customer behavior that captures the number of purchases. The 
progressive segmentation, on the other hand, concentrates on the way the offering is 
used and thus creates value, what are the customer’s capabilities and need of 
knowledge, what is the usage situation and how big is the offering’s contribution to 
customer’s profitability. This shows that the segmentation has changed from general 
information bases into customer need and value bases. In other words, the segmentation 
is based on listening to customers and the benefits gained from the offering rather than 
numerical information. Increased customer orientation may be one of the reasons why 
the conventional bases have lost their viability. (Anderson et al., 2009) 
Kotler & Keller (2012) propose a two-stage sequential segmentation process for 
business marketers that starts with a macrosegmentation stage and continues with a 
microsegmentation stage. Thus the focus moves from the environmental forces to 
customer-specific forces. This way many segmentation criteria can be applied and used 
in one context. Robertson & Barish (1992) propose that no matter what is the chosen 
basis for segmentation, in order to benefit from the segments, the system must be:  
 Measurable: Can the size, growth, and market potential of a segment be 
measured?   
 Profitable: How profitable is the segment? What is the payoff from each 
segment? 
 Accessible: Can segments be identified and reached successfully? 
 Actionable: Can effective marketing programs be created for attracting and 
serving the segments? 
Recently the essentiality of segmentation has been criticized because of the rise of 
relationship management that presents individualization as the key for success (Coviello 
et al., 2002). Berry defined relationship marketing in 1983 as attracting, maintaining and 
enhancing customer relationships (Berry, 1995). The importance of relationships has 
been recognized especially in B2B and services marketing: Webster (1978) argues that 
business markets rely mostly on the interdependence between the buying and selling 
firms while Grönroos (2000) emphasizes that services are based on the comprehensive 
management of the buyer-seller interaction process and, therefore, are dependent on 
relational issues. Ulaga & Eggert (2006) support this statement by showing that the 
main differentiator creating superior value in business markets is the service support and 
the personal interaction between the buyer and supplier while the price is the least 
important part. This does not mean that the price is irrelevant or does not contribute to 
value but rather implies that customers can be more flexible when the price is discussed 
if only the offering satisfies or preferably exceeds the customer needs. 
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 Sources of Market Opportunities 2.2.
Finding market opportunities requires the understanding of situations that have an effect 
on an opportunity appearing. According to Kotler & Keller (2012) three sources of 
market opportunities are: 
 Product in short supply 
 Modified product 
 New product 
The first source of market opportunity is related to a product that is in short supply, 
which is when there is not enough supply to satisfy the demand of the customers. In 
such a situation people are queuing up in order to obtain a product and thus, they can be 
charged a higher price for that particular product. Unfortunately this kind of market 
opportunity is a short-term one as it will shortly be visible to everyone and thus 
competitors start appearing. (Kotler & Keller, 2012) Because of this we will examine 
only the following two sources of innovation in more detail. 
2.2.1. Modified Product 
The second possibility is to modify the current product according to the needs and 
preferences of the customer. This can be done by recognizing the problems in the 
current solution, envisioning the ideal product or alternatively do internal research and 
development activities. (Kotler & Keller, 2012)  To be able to understand what kind of 
benefits a customer can attain, we will examine what a marketing offering constitutes of 
and what kind of benefits and costs can a product create. 
The Components of a Market Offering 
In order to understand what can create benefits to a customer, we should define what 
constitutes a market offering. Levitt (1980) proposes a layer view in Figure 9 including 






Figure 9:  Four product levels (Levitt, 1980) 
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The inner product levels are a part of the outer levels that expand the product and thus 
generate more value. The generic product is the foundation of a product as it provides 
the fundamental basic function that offers a solution to the customer’s problem like, for 
example, an engineering consultancy provides its customers with calculations for a 
working machine. (Levitt, 1980) Kotler & Keller (2012) distinguish additionally 
between the core benefit that is the utility a buyer needs, for example in the case of 
consulting, a service with specialized knowledge that saves the buyer’s resources and 
the actual physical product that would be the paper with actual calculations.  
The second layer, the expected product, represents the customer’s minimal requirements 
for him to make a purchase decision such as the deliver, payment terms, support efforts 
or new ideas. The extent of the expected product depends on the specific product and 
industry but in every case these expectation must be met. In order to achieve 
competitive advantage the firm must differentiate its offering by exceeding the customer 
expectations with the help of an augmented product (Levitt, 1980). The first two layers 
can, thus, be seen as the bare minimum that is required in order for it to work properly 
and have customers while anything more creates value to customer. 
Kotler & Keller (2012) argue that competition takes place at the augmented product 
level only in developed countries while developing and emerging markets compete 
mainly on the expected product level. The reason for developing and emerging markets 
to buy technology rather than the product together with a service package is the lack of 
monetary resources. These markets are, however, continuously developing and 
becoming wealthier which means that their needs and purchasing power will change in 
time and, therefore, they may become or are close to being attractive markets. Whoever 
manages to seize the opportunity first will have a first-mover advantage. (Kotler & 
Keller, 2012) 
From the services’ point of view, Grönroos (1990) stresses the importance of customer 
interaction and the accessibility of the offering for augmentation. In other words, 
service’s value is based on the quality of service and the customer’s ability to be heard 
by the company so that his wishes would be fulfilled which emphasizes the relational 
aspect.  
The last level examines the potential product which refers to all the changes that can be 
made to attract and hold customers in the future. When these changes are put into 
practice, they become a part of the augmented product. (Levitt, 1980) In contrast, 
Grönroos (1990) sees an offering as a combination of the core services together with the 
supporting and facilitating services such as the employee training, internal marketing 
and management knowledge.  Lovelock & Yip (1996) argue that the supplementary 
elements are those that add value and create differentiation that separates the successful 
firms from those that are not successful. They group these supplementary services into 
eight separate categories as follows: 
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 Information: To obtain full value from any good or service, customers need 
relevant information on it, such as use instruction or price 
 Consultation: Includes the probing of customer requirements and developing a 
tailored solution based on this inquiry 
 Order-taking: Once the purchase decision has been made, suppliers must make 
it easy to place orders in the required language, time and location 
 Hospitality: Different customers expect a different degree of hospitality such as 
the tolerable length of waiting time and the degree of personal service 
 Caretaking: Some customers expect assistance with their personal possessions 
in the form of taking care of the packaging and delivery of new purchases 
 Exceptions: This includes services that are implemented in special situation 
when a customer has special requests, problems, complaints, suggestions or 
compliments 
 Billing: Clear and timely bills that explain how the charges are computed, 
including the currency and possible exchange rate 
 Payment: The ease and convenience of payment should be secured and flexible 
according to the customers’ needs 
All of the above mentioned supplementary services may vary widely depending on the 
customer’s location, nationality, frequency of orders and they do not necessarily need to 
include all of or any of the service categories (Lovelock & Yip, 1996). Easingwood & 
Storey (1998) argue that the product offering together with its facilitating services has a 
significant effect on the profitability since it offers a context for the service but it does 
not enhance the opportunities. Additionally, Ravald & Grönroos (1996) argue that the 
customer-supplier relationship has a significant effect on the customer perceived value 
and, thus, should be considered as a part of the offering. The levels of a product showed 
that there is more to the product than just the core function that is it fulfilling. Offerings 
can be enhanced by adding to it functions that would create more or superior value to 
the customer and by doing so, would create additional competitive advantage. 
Products are most usually a combination of tangible and intangible (Levitt, 1980). There 
is, however, a continuum of tangible and intangible goods where an offering can contain 
various mix of these two aspects, ranging from pure tangible goods to pure service and 





Figure 10:  The continuum of an offering's mix of tangible and intangible products 
(Kotler & Keller, 2012) 
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An offering can be a mix of a different amount of tangible and intangible products. The 
first arrow is an example of a 100% tangible offering that does not include any service. 
The second arrow, on the other hand, is a mix of goods and services where the tangible 
part is bigger than the intangible one. In general, intangible services are used to add 
value to the customer (Raddats & Easingwood, 2010). Finding the optimal ratio of 
tangible goods and intangible services can increase the attractiveness of an offering by 
creating more value to the customer than the alternative offerings. 
There has been a lot of debate whether products and services follow the same business 
patterns as products (Grönroos, 1999). Winsted & Patterson (1998) point out the unique 
features of services that are intangibility, inseparability and perishability. In other words 
services cannot be touched or seen, they are produced and consumed simultaneously 
and they cannot be stocked. According to Bateson (1992) this makes the international 
marketing of services more complex and, thus, more challenging than the marketing of 
goods. Erramilli (1990) has, however, divided services for foreign markets into hard and 
soft services. Ekeledo and Sivakumar (1998) argue that hard services, such as 
consultation which does not require local presence by a service firm, can be compared 
to manufacturing companies’ business processes while soft services which are produced 
and consumed at the same time should be considered as a special case. Because our 
study concentrates on consulting services that can be seen as hard services, we will 
consider the international marketing approaches for goods but evaluate them critically 
from the service’s unique characteristics aspect as well.   
The Transactional Approach 
According to Ulaga (2003) the transactional approach to value is the most common 
amongst researchers. Therefore, we will study this approach in more detail. In 
accordance with the transactional approach, Kotler (1999) define customer perceived 
value as the difference between the customer’s perception of all the benefits and all the 
costs that he receives from the offering in regard with the perceived alternatives. This 
has been described in Figure 11. 
CUSTOMER PERCEIVED VALUE











Figure 11:  Determinants of customer-perceived value (Kotler, 1999) 
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Customer perceived value is composed of total customer benefits and costs. The 
benefits can be related to the product, services, personnel or image while the costs can 
be monetary, time, energy or psychological ones that have been born in order to acquire 
or use the product. (Kotler, 1999) In this term value is the customer’s willingness to pay 
for an offering in regard to the benefits that the customer receives from using the 
product. Thus, the value is not necessarily the product itself but rather the outcome 
which is the benefit that comes from the usage of the product that is called the value-in-
use. (Christopher, 1982) Levitt (1969) presented this idea with a simple example which 
states that people do not usually get much value from buying ¼ inch drill bits in 
themselves. What they really need and value are the ¼ holes that you can make by using 
the drill bits, not the machine itself. Heinonen et al. (2010) defined this as customer-
dominant logic of service, proposing that understanding the customer’s logic should 
represent the starting-point for the company’s activities. 
Some customers can, however, have value from low price and they concentrate thus on 
the costs while others’ value is based on all the benefits that the product offers. A more 
relative customer approach considers the quality obtained for the price paid, as in a 
trade-off, while the comprehensive view of value evaluates the total benefits and costs 
that occur. (Zeithaml, 1988) Eggert & Ulaga (2002) argue that sacrifices cause a bigger 
loss of value than what an equal benefit which makes sacrifices of bigger importance to 
the customer when evaluating the perceived value. This shows that different customers 
have different priorities and because of this, different aspects of the product bring 
different value to individuals. Therefore, it is useless to try to sell an expensive 
advanced technology to a company that is looking for the lowest price unless you can 
justify why the product is worth a certain price and how it can bring value to this 
customer better than its competitors.  
Because the perceived value is also influenced by the alternative offerings, Hollensen 
(2011) presents the idea of a competitive triangle which consists of a customer, the firm 
and a competitor where the firm and a competitor are competing for a customer against 
each other. It shows how winning the customer depends on perceived customer value 
compared to the relative costs between the firm and the competitor. Alternative 
offerings are, therefore, evidently important when evaluating the value of a product or 
service. In accordance to this idea Anderson et al. (1993) define value in business 
markets more vastly as the perceived worth of a product in monetary units of the set of 
economic, technical, service and social benefits in exchange for the price paid and 
considering the alternative available offerings together with their prices. This definition 
shows also that value is influenced not only by the capabilities and the tangible benefits 
of the product but also by the personal and relational aspects.   
According to Woodruff (1997) the perceived value can also be examined during a 
certain period of time as it can change depending on whether it is being evaluated, for 
example, during the purchase stage or the use stage. In other words, a customer may be 
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expecting less from the product when buying it but later on he is amazed by the features 
it offers. It is more complicated if the customer expects more than he receives. This may 
cause image losses to the company and thus cause a more severe loss of customers. 
Therefore customer satisfaction is essential and it should be secured continuously.  
The transactional approach gives fairly straightforward alternatives to creating customer 
value. Because there are benefits that increase the perceived value and the costs that 
cause the decrease of customer value, the logical way of increasing customer value is 
either to add benefits or limit costs (Rawald & Grönroos, 1996). Ideally, by 
implementing both of these methods simultaneously the customer value can become 
significantly greater than before. Adding benefits to an offering can be seen equal to the 
components of value approach which claims that customer value can be increased by 
adding more components to a product offering. Therefore we will examine only the 
reducing of sacrifice in more detail.  
Rawald & Grönroos (1996) propose that the sacrifice to the customer can be reduced by 
lowering the price and increasing the ease of ordering. Cannon & Homburg (1998), on 
the other hand, present three types of costs: direct purchase price, acquisition costs and 
operation costs. First, the direct purchase costs refer to the actual monetary cost of the 
product. Second, acquisition costs are the costs that are caused by the acquiring, 
delivering, monitoring, coordination and communication with the supplier during the 
transaction. Finally, the operation costs include the costs of day-to-day operations of a 
business, such as the research and development (R&D), internal coordination or 
manufacturing. Grönroos (1997) calls these indirect and psychological supplier 
relationship costs. They include the unexpected additional costs which the customer was 
not aware of before the purchase, such as the costs caused by a delayed delivery or 
mistakes in invoicing. All of these costs can be reduced by the supplier’s marketing and 
reliable work because trust towards the supplier eliminates the need for a more effective 
quality inspection or anticipation of delivery delay (Menon et al., 2005). 
The previous examination of product benefits and sacrifices show, that only a part of 
them consider the core product and its value drivers. The majority is concerned with the 
complementary value created in relationships that add value or decrease it in the 
customer’s processes. Therefore, we will examine relationship value in more detail in 
the following part. 
2.2.2. New Innovation 
The third source of market opportunity is to create a completely new product, a so 
called innovation. According to Drucker (1985) innovation is the practice of creating 
new wealth-producing resources or using current resources with enhanced potential for 
enhancing wealth: it is the aim to create purposeful, focused change in the company’s 
potential. By initiating change, the benefits of a first-mover advantage can be obtained 
  20
which will lead to long-term competitiveness. These advantages of being a first-mover 
include the economic, preemption, technological and behavioural factors (Kerin et al., 
1992). Even though some innovations come out of nowhere, the majority of them is the 
result of a conscious and purposeful search. Drucker (1985) divided opportunity sources 
into two categories as can be seen in Figure 12. 
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Figure 12:  Sources of opportunities (Drucker, 1985) 
Drucker (1985) distinguishes between four areas of opportunity that are the unexpected 
occurrences, incongruities, process needs and industry and market changes. In addition 
to these, three sources of opportunity exist outside of a company, which are 
demographic changes, changes in perception and new knowledge.  
Opportunities within a Company or an Industry 
Drucker (1985) characterizes the first unexpected successes and failures as the easiest 
and simples because most companies dismiss or disregard them. The compound 
UK92480 which is also known as Viagra, can be seen as a good example of an 
unexpected failure. In the R&D phase, UK92480 was supposed to relax blood vessels as 
a cure of angina but, instead, it turned out that it relaxed the penile blood vessels 
causing men erections. This “side effect” was identified because of the surprising fact  
that the testing people did not want to give the drugs back after the testing period. (Jay, 
2010) This shows that a product can become an innovation even if it does not fulfill the 
intended consequences. According to Chesbrough (2008), this situation can be called a 
false negative, which is a deemed project failure that can actually hold a substantial 
promise. Identifying such opportunities may be accidental but nonetheless they offer a 
ready-made product that simply needs to be benefited from. 
The second source of opportunities is incongruities. This may refer to contradictions in 
the logic or rhythm of a process, economic realities or the difference between the 
expectations and the results. One example is the cataract operation in the 1960s where 
surgeons were dreading one part of the operation because it required different skills that 
the rest of the operation. Inventing a solution that erased the need to perform this part 
manually was received with much enthusiasm which resulted in monopoly of Alcon. 
(Drucker, 1985) By finding an innovation for one problematic phase or part, the end 
customers’ need can be satisfied and thus the demand of the new product ensured. 
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Process need opportunities include those innovations that are created to support a given 
activity or way of doing things. The development of the ATM and Internet banking was 
created for the need of the customers to do their banking outside of the bank’s opening 
times (Janakiram & Rizwana, 2011). This way not only the clients are content but the 
bank is also able to save on work force expenses as many routine tasks can be done by 
the client himself.   
Finding opportunities in industry and market changes refers to those changes in industry 
which happen over time. It seems that the structure changes when an industry grows 
about 40% in ten years or less. Because market leaders are constantly concentrated on 
defending what they have already accomplished, which is the current market structure, 
they end up ignoring any emerging prospective innovations. This enables new entrants 
to enter the growing new market without any competition. This is why Drucker defined 
market and industry changes as ones that bring tremendous opportunities to new 
players. (Drucker, 1985)  
Uusitalo & Grønhaug (2013) identified the same phenomenon in the U.S. cement 
industry in the 1950-1980 when a new dry technology of producing cement was 
introduced in 1950s. At that time the producers were using the highly energy consuming 
wet technology to obtain their cement. As the fuel was cheap and the existing 
production technologies had been acquired, there was no need for companies to change 
their technology. However, a crisis caused by the increase in fuel prices attracted the 
attention of foreign investors with their new dry technology. This, in turn, decreased the 
profitability of the existing technology and thus caused many U.S. companies to go 
bankrupt. In such a situation all the innovative companies that took the risk to adopt the 
new technology survived while those that protected their positions in the declining 
technology market ceased to exist. 
Opportunities in the Company’s Social or Intellectual Environment 
The first of the outside sources for opportunities are the demographic changes, that is 
the change in the number of people, their age, distribution, education, occupation and 
geographic location. As they are easily predictable because of their known lead times, 
they can be regarded as most reliable and thus most rewarding but also the least risky. 
(Drucker, 1985) An example of this is the awareness that the baby boomers are ageing 
which gives companies the educated prediction that in the future more products and 
services will be needed for the elderly rather than for babies. This creates an opportunity 
for companies in the form of a new market for diapers as has already happened in Japan. 
(Kohlbacher & Herstatt, 2008) Similarly, the growth of the Hispanic population in some 
parts of the U.S. has brought an opportunity for creating Spanish radio stations 
(Eckhardt & Shane, 2003). Both of our examples show that these trends are predictable 
and as they happen relatively slowly, opposite changes take time and are thus long-
lasting as opportunities. 
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The second source of innovation is the change of perception where the facts do not alter 
but the meaning does. For example, according to Håkansson & Waluszewski (2002) 
consumers’ attention to environmentally friendly issues increased in the 1980s and 
1990s. Because of this IKEA decided to start using more “green” paper in order to 
create a green image for itself. Unfortunately, this was rather problematic to IKEA’s 
suppliers who could not combine IKEA’s need with its other customers’ demands. 
Thus, IKEA was forced to network to find new suppliers which made it possible to 
combine existing technological knowledge from different fields in developing this new 
paper. (Ford et al., 2002) Perceptions change faster than ever, sometimes because of a 
genuine need, sometimes because of a simple effort to change perceptions in order to 
create demand for one’s own product. By using this effort to change one’s perspective 
to the opposite, many opportunities can be created as the previous product becomes 
worthless and there is a need to develop an innovation. 
New knowledge is the final and probably the most well-known source that offers new 
opportunities. Even though they offer incredible opportunities, Drucker (1985) points 
out that these innovations take an abundance of time, their breakthrough rate is low,  
they success cannot be predicted and they require knowledge from different fields. This 
makes new knowledge opportunities extremely attractive but also very risky. As these 
products are usually technological, they are developed as high technology without 
taking into consideration the end users’ needs.  
All in all, market opportunities can be found in various places, either from within the 
company or its external environment. The main source of any opportunity is to create 
something that nobody has created before by researching the current practices and 
future trends. In order for any innovation to work, the main requirement is to have 
enough demand for a given product that can be still unknown to the users. The existence 
and possibility of an opportunity cannot be defined as such but it can be analyzed and 
evaluated to increase its opportunities. By favoring more attractive markets which are 
the ones with bigger potential and lower risk, the chances of obtaining higher returns in 
a market are better (Agarwal & Ramaswami, 1992). This prevents from making 
uninformed decisions and allows better possibilities to succeed in the market.  
Even though demand forecasts describe the size of the opportunity, far more insight is 
required to know how to best serve the target market. This includes mainly the needs of 
the potential customers. These aspect help in designing the marketing program, 
evaluating possible target market and determining the required resource commitment. 
(Woodruff, 1976) By acquainting oneself with the customer’s needs and translating 
them into value-adding services it is possible to plan ahead and increase the chances of 
succeeding in a market. Therefore we will examine in the following chapter how can the 
concept of value be understood and created. 
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 Creating Customer Value and Opportunities 2.3.
No company can succeed in any market unless it offers products or services that are 
valuable to the customer. Therefore, according to Woodruff (1997) understanding what 
customer value and how it can be identified and created is the next source of 
competitive advantage. By understanding all the aspects of value and its creation it is 
possible to manage the value and thus enhance the customer value offered by a certain 
product.  
Value can be understood and defined in various ways (Anderson et al., 1993; Lindgreen 
& Wynstra, 2005; Payne & Holt, 1999; Woodruff, 1997). According to Smith & Mark 
(2007) there are two dominating meanings that are the customer perceived value, that is 
the value for the customer and the value of the customer for the firm. In essence the 
value-creation process should be considered as three key elements: determining what 
value the company can provide to its customers, determining what value the customer 
provides to the company and maximizing the lifetime value of desirable lifetime 
segments (Cristopher et al., 2002). This definition shows that the point is not only to 
create value to the customer but also create value for oneself. The aim is, thus, to 
optimize the value created for both parties so that both of them would receive as much 
value as possible without giving disadvantage to the other. This led to a situation where 
everyone is in a win situation and profiting from it. In this thesis we concentrate on the 
value delivered to the customer as our aim is to understand and create customer value. 
Creating value is based on managing market offerings which includes putting products, 
services, programs and systems together in such a way that it creates the greatest value 
to the target market (Anderson et al., 2009). Anderson et al. (1993) emphasize that value 
affects the decisions concerning the possible changes or modifications that are needed 
for the product, pricing and distribution alternatives as well as marketing 
communications. The company must first identify the product’s benefits perceived by 
the customer and then ascertain that value (Christopher, 1982). As understanding and 
delivering customer value is seen as the main source of competitive advantage 
(Woodruff, 1997), it is utterly important to evaluate what creates customer value and 
translate it into products and services. 
Anderson & Narus (1995) emphasize that one should create a flexible market offering 
instead of putting a layer after a layer of non-value adding accompanying services to a 
product. The idea is based on a naked solution that is offered to all the customers 
together with options depending on the customer’s needs. This concept is similar to 
Levitt’s (1980) four-level market offering view though it can also be used for finding 
one solution for a mass while the flexible market offering gives individual customers 
several options to choose from. In real life customers are individuals with different 
needs: some value the technical aspects more than the relational ones (Lapierre, 1997). 
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Therefore all the dimensions that can create value must be taken into account to ensure 
customer value.  
Aaker (2008) claim that customers’ unmet needs create a great opportunity for firms to 
gain competitive advantage and thus strengthen their presence in a market. After all, 
meeting this unmet need may be something that the customer has been yearning for and 
when it is finally available, it creates superior value compared to the alternative 
offerings. When the customers’ needs are clear to the company, it can evaluate whether 
it is able to deliver this value better than the competitors in a way that the product or 
service would create superior value to the customer and at the same time do it profitably 
for the company itself. In such a case the company has found an opportunity that it may 
proceed to pursue. In order to better understand value creation in our case environment, 
in the first subchapter we examine how to create value through make-or-buy-decisions 
and then continue with studying relationship value in the following subchapter. 
2.3.1. Creating Value through Make-or-Buy Decisions 
In order to create value to a customer one must know which features create extra value 
to the customer and what may be the downturn of buying the company’s product. In 
order to understand the factors affecting the customers’ decision we will investigate the 
make-or-buy decision process in more detail; we are especially interested in finding out 
why customers could prefer to buy a product or service rather than do it themselves. The 
dilemma of deciding whether it is more beneficial for a company to make or buy a 
product or a part of it is called a make-or-buy decision (Nikolarakos & Georgopoulos, 
2001). The benefits and losses depend on the company’s priorities and goals which 
make the decisions dependent on their context. 
According to Cánez et al. (2000) there are two main streams of make-or-buy 
approaches: the cost and the strategic perspective. These are simultaneously the two 
main drivers which have accelerated the growth of buy-decisions (Winkleman et al., 
1993). Fill & Visser (2000) see it however as a continuum rather than two separate 
perspectives as presented in Figure 13. 






Frequency and importance of transactions  - +
 
Figure 13:  Continuum of make-or-buy approaches (Fill & Visser, 2000) 
In one extreme of the continuum, buy decision can be a short-time activity to 
temporarily increase capacity while in the other extreme it is a continuous cooperation 
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which includes taking responsibility together with finishing the given activity itself. In 
between the two extremes there are various motivations to buy-decisions such as 
acquiring consultation and additional skills. (Fill & Visser, 2000) The continuum shows 
that buy-decisions have different meaning in different companies: it can vary from 
occasional activity with no deeper meaning up to a significant part of a company’s 
strategy and processes motivated by several benefits.  
Ghodeswar & Vaidyanathan (2008) classify drivers of buy-decisions into four 
categories: organizational, improvement, financial and cost. The organizational 
initiative is based on concentrating on core competencies instead of doing all the 
activities oneself. This way by recognizing the non-core activities and buying them 
from outside, managers can use their resources on more essential activities such as the 
strategy-related issues that develop the business further. This not only gives the buying 
company the possibility to concentrate on the customers and create them more value but 
also increases the flexibility to adjust to demand fluctuations and other changes in the 
business environment. According to Jennings (2002) flexibility can refer not only to 
volume of output but also the ability of an organization to change a product range 
according to changing customer needs. We can see that the organizational driver creates 
value not only to the end customer but also to the buying company itself. 
The second driver of buy-decisions is the improvement which represents the benefits 
that a company can attain in its operating performance. By finding a trustworthy 
subcontracting partner, a company will get the access to external expertise, skills and 
technologies that it could not access or did not even know about. This can, then, 
increase the company’s performance, quality, and time issues that it may have had and 
in some cases eliminate the need for investments by moving it entirely to the supplier. 
Also, partnering with known trustworthy companies may improve the customer’s 
credibility and thus create more value to the customer. (Ghodeswar & Vaidyanathan, 
2008)  
Alexander & Young (1996) argue, however, that using external supply can reduce one’s 
competitiveness as the same knowledge is available to several other buying companies 
that are doing business with the same supplier. Therefore, by forming partnerships with 
your suppliers, you can have a mutual business relationship where both parties have a 
common strategy and aim to succeed: the more orders the customer will get, the more 
orders the supplier will get. In this case the supplier will have no need to share its 
knowledge with other customers and keep it only to the most important one so that his 
products will be the most competitive and thus generate more revenue.  
This brings us to the third driver of outsourcing which is the financial aspect. Buy-
decisions can be a solution for a brief increase in demand caused by expansion efforts or 
seasonal reasons: buy-decisions may be more favorable than investing in increasing 
capacity that is not needed otherwise. The most common benefit of buy-decisions is the 
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lower cost structure of the supplier or economies of scale which help in decreasing costs 
in short term. From a more strategic point of view, it also frees up resources for core 
competences and reduces the investments in assets, renovation need and operating costs. 
(Ghodeswar & Vaidyanathan, 2008)  
Costs of buying a service from a third party are not, however, always lower compared to 
own production. Why would a company choose to outsource in such a situation? In new 
IT the major reason to outsource is the technical expertise rather than the cost: the 
customer is buying knowledge to develop its business and make it more advanced 
(Kishore et al., 2003). This not only increases the competitiveness by meeting customer 
needs but brings other benefits, such as the time and resource benefits. 
The final driver for buy-decisions is the revenue. In other words, the objective is to 
achieve growth by increasing one’s market share with the help of the newest technology 
provided by the supplier (Ghodeswar & Vaidyanathan, 2008). Professional products 
generate more demand which in turn requires more resources for the production and 
additional supplier services. This creates a positive cycle of growth both to the client 
and the supplier assuming that they will continue doing business with each other. 
2.3.2. Relationship Value 
The relational aspect is extremely important especially in the B2B environment. Its 
importance has been noted as the most recent development in value research is 
relationship value. (Payne & Holt, 2002) Ravald & Grönroos (1996) argue that the 
paradigm of value as the focus is shifting from a transactional one-time approach to an 
effort of attracting and taking care of customers for a longer period of time. Thus the 
aim is to create value with the help of profitable and long-term relationships. Wilson & 
Jantrania (1994) define the dimensions of relationship value in Figure 14 as the 

















Figure 14:  The expanding dimensions of relationship value (Wilson & Jantrania, 1994) 
  27
Figure 14 illustrates how the three dimensions are expanding in different directions. The 
economic dimension moves along the scale of a simple cost reduction and up until 
concurrent engineering relationship where value is created on several levels and thus it 
reduces the customer’s time to market. The strategic dimension, on the other hand, 
includes the definition of shared goals, reducing the time to market, assessing strategic 
fit and improving core competencies. This aspect is especially important because it 
creates competitive advantage and a better market position. The last dimension, the 
behavioral aspect, considers the social bonding, trust and culture. (Wilson & Jantrania, 
1994) Even though these dimensions concentrate on different aspects they have one 
thing in common: they are created in the interaction between the parties and it aims for 
finding a win-win situation where everybody benefits in long term. 
Ulaga (2003) proposes a customer value framework that is intended for products in 
business markets. It introduces eight value drives: quality, service support, delivery, 
supplier know-how, time-to-market, personal interaction and direct product costs. They 
have been later on classified into benefits and costs by Ulaga & Eggert (2006) as seen in 
Table 1. Relationship value drivers can be qualified as benefits or costs as in the 
transactional approach. Moreover, the drivers are evaluated on three additional levels 
that are the core offering, sourcing process and customer operations which is similar to, 
for example, Grönroos’ (1990) value component model. These dimensions divide the 
relationships into six separate categories. According to Ulaga & Eggert (2006) service 
support and personal interaction which belong to the benefits of a sourcing process are 
the main differentiators that create value followed by the customer operation benefits. 
Costs, especially the direct costs are considered to be the least important value driver. 
This shows that buyers actually put more value on the benefits rather than the costs.  
Table 1:  Relationship value drivers (modified Ulaga, 2003; Ulaga & Eggert, 2006) 
Sources of Value Creation 
Relationship 
Value 
Core Offering Sourcing process Customer operations 





· service quality 
· customer information 
· outsourcing 
Supplier know-how 
· knowledge of supply market 
· improvement of products 
· development of products 
Delivery performance 





· problem solving 
· mutual goals 
Time to market 
· design tasks 
· prototype development 
· prototyping and validation 
Costs Direct costs 
· price 
· price decreases 
· cost reduction  
Acquisition costs 
· inventory management 
· order-handling 
· incoming inspections 
Operation costs 
· manufacturing 
· product costs 
· tooling and warranty 
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A closer examination of preferred class of benefits which according to Ulaga & Eggert 
(2006) are the 1) sourcing process benefits, 2) customer operation benefits and 3) core 
offering benefits, also reveals that customers value the aspects of the offering that 
exceed the minimal product features the most. Also, the most important value driver is 
the sourcing process benefits that include communication and service support. These 
two aspects are based on interaction between individuals and aim for finding solutions 
and are thus based on relationships. The next most important aspect, the customer 
operations benefits, concentrates on the improvement of customer’s operations by 
improving the product and the time-to-market. This can be seen as a bonus while the 
core product itself is secondary which may be the result of quality becoming a 
compulsory requirement and is consistent with Lapierre’s et al. (1999) who state that 
quality plays a less important role as customer’s satisfaction-driver and may thus give a 
partial explanation to it.  
The importance of relationships may be explained with the connection between better 
relationships and trust. According to Gil-Saura et al. (2009) relationship value has a 
direct effect on trust, commitment and satisfaction towards the supplier: increased trust 
strengthens the commitments which together with satisfaction increase loyalty. The 
motivation of repurchase is also affected by the positive word-of-mouth which works 
both directly and indirectly through value while quality is a less important factor 
(Molinari et al., 2008). Lapierre et al. (1999) agree that quality plays a less important 
role as a satisfaction-driver which has a considerable impact on the repurchase 
intentions. Rawald & Grönroos (1996) conclude that repurchasing activity strengthens 
the relations which, in turn, give the supplier more credibility. Credibility leads to 
safety, security and trust because the customer knows that the supplier will fulfil his 
needs and wants as it has committed to do.  This can be seen as loyalty that enables a 
mutually profitable relationship that benefits both the supplier and the customer. 
 Business Culture in Poland 2.4.
In order to be able to access market opportunities in a given market, it is necessary to 
understand the cultural habits affecting the behavior of individuals in this particular 
target market. Therefore, we will examine the business culture and behavior in Poland 
and explain the reasoning behind this behavior.  
As 98% of the Polish population considers itself Polish, Polish is the dominating 
language in the country. Therefore, the use of Polish language is recommended to use 
for business inquiries in order to get a prompt response. Business presentations should 
be compiled from specific information with statistics and case studies together with a 
feel-good factor, previous experience and proposed relationship. (Finpro, 2014) This 
means that the functionality of an offering must be proven but the final decision is then 
made on relational and emotional factors. This would also explain the need to 
communicate in the native language as it eases understanding and discussion while 
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creating basis for building relationships. Heliste et al. (2007) point out that business 
relationships and trust are extremely important in Poland, much more important than in 
Finland. Therefore, it is feasible to use existing connections and networks in finding 
new partners and nurture old ones. 
Poland is a conservative country, which can be seen in the importance of religion: up to 
90% of the people are Roman Catholic which affects strongly the customs and beliefs 
(Baker & McKenzie, 2012). Moreover, hierarchy is respected and because of this first 
names should not be used. Instead, titles “pan” and “pani” (“sir” and “madam”) are 
recommended. Also, making decision takes a lot of time and decisions need to be 
discussed more than once, mainly because of the hierarchical organizational structure. 
(U.S. Commercial Service, 2013) The responsibility of each worker is strictly defined 
and, because of this, workers rarely go out of their comfort zone or take responsibility 
of mistakes (Heliste et al., 2007). This shows that one should be conscious of their and 
others positions and abide according to them.  
Finpro (2010) points out that pricing is an important part of doing business in Poland as 
the income level is relatively low there. Moreover, prices are usually quoted in the local 
currency. Apart from the price, Polish customers value customer support after the 
purchase situation itself: in case of a problem, it is assumed to be taken care of 
promptly. (Finpro, 2010) By finding the perfect balance between the price and offering, 
companies are able to achieve success but only if they can prove their credibility and 
good intentions. 
 Finding and Reasserting Market Opportunities 2.5.
Foreign countries offer great business possibilities as they represent new markets with 
new customers who have their needs and thus create more demand for a company’s 
products. However, entering new markets is notoriously risky: an unsuccessful market 
entry wastes both time and money, leaving the investor with unnecessary losses. The 
single most important reason for businesses to fail in new markets is the lack of market 
intelligence on opportunities in a given market (Czinkota et al., 2007). This is 
understandable as knowing your market reduces uncertainty by increasing the 
awareness of the current and future situation and being informed about the 
environmental impact, customer needs, competitors’ strengths and company’s 
possibilities. This enables making informed decisions about the product offering in 
order to create superior value to the customer. Most importantly, knowing your market 
creates a basis for a strategy that helps the company in gaining and sustaining 
competitive advantage.  
As we understand the importance of knowing your target market in identifying buyer 
need that the company may have the possibility of profitably satisfying, we will 











Figure 15:  A conceptual framework for finding and reasserting market opportunities 
This framework is the combination of several theories as it is following similar steps as 
in Woodruff & Gardial’s (1996) MOA-framework but at the same time it is an analysis 
of the internal and external factors as proposed by Aaker (2008). Moreover, the process 
proceeds from a bigger entity up until the most relevant details to the case in hand as is 
suggested by Cavusgil (1985) & Kumar et al. (1994) in their process of MOA. During 
the entire process market opportunities and value creation possibilities should be 
assessed which will form the basis for the final analysis.  
The framework illustrates how the market opportunity analysis is done in four steps 
beginning with assessing the external environment, market, the possibility to create 
value and the evaluation of attractiveness of opportunities. The first step, the analysis of 
the external environment, is done in order to get a general view about the country and 
its political, economic, social and technological situation. This gives a basis for the 
following analysis of specific markets in terms of possibly interesting industries with 
strong presence and potential in the target country. Already in this stage it is possible to 
evaluate possible sources of market opportunities created by the environmental forces 
and understand what is valued by the target market in general. 
  31
The market analysis continues from where the environmental analysis finished and 
concentrates on specific industries depending on the field and goals of the company. 
This determines the customers and competitors as well as the specific field that will get 
into further investigation. At this point the aim is to evaluate the size, growth, 
profitability, trends and possible entry barriers of the market and, therefore, the 
information comes mainly from secondary sources. The outcome of this step will 
present which of the markets are the most attractive in terms of current and future 
development and should thus be analyzed in even more detail.  
Once the most interesting markets have been chosen, it is time to evaluate the need and 
ability to create value to customers. Therefore, the main aim is to find out how the 
companies are operating at the moment in terms of whether they are doing their own 
project engineering or buying it from a third party. It is also important to evaluate what 
could and what would create value and thus demand for engineering services both by 
reflecting on the current practices and considering the ideal service. As this phase is 
extremely field and product specific, the analysis requires personal interviews and 
questionnaires with the potential customers’ companies in order to receive a more 
profound view.  
For the interviews we have created questions (see Appendix 1) that are formed from six 
main parts. The first one concentrates on assessing individual background information 
needed for segmentation as suggested by Anderson et al. (2009). The second part is then 
interested in the interviewee’s view of the industry’s economic outlook to understand 
the possible indirect environmental forces affecting the industry presented by Aaker 
(2008). The following part is concerned with make-or-buy decision practices of the 
company to identify the market characteristics listed by Lilien (1987). The fourth part 
continues with understanding the engineering buy decision criteria in a given company 
following the Ghodeswar & Vaidyanathan’s (2008) and Ulaga & Eggert’s (2006) 
frameworks of value creation. Next, the fifth part expands the viewpoint to consider the 
whole of Poland and is thus a mix of the previous parts followed by an additional part 
that gives the interviewee the opportunity to express any additional concerns or 
thoughts. Through the whole interview the aim is to identify any of the sources of 
opportunities introduced by Drucker (1985). 
The personal interviews are then followed by a survey (see Appendix 2) that is hoping 
to reach a bigger audience. The questions comprise of identifying how and why 
companies use engineering services. The first and second question is concerned with 
understanding how often the services are used in order to identify the point on the 
continuum of make-or-buy approaches used by Fill & Visser (2000). The third and 
fourth question then defines which are the main benefits gained from using engineering 
services both in terms of the service itself as well as the company providing those 
services. They follow the frameworks of Ghodeswar & Vaidyanathan (2008) and Ulaga 
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& Eggert (2006) as in the previous personal interviews. And again, the goal is to 
identify any of the sources of opportunities introduced by Drucker (1985). 
Once all of the potential customers’ value benefits and sacrifices as well as goals are 
identified it is essential to compare the findings with the resources and goals of the 
company itself and answer the following questions: Is the company able and willing to 
offer the desired product? How many changes would it require in the current offering? 
How much would this cost? Finally, with the help of the previous analysis, it will be 
possible to evaluate how attractive are the opportunities in each market and rank them 
accordingly. It will pinpoint the most feasible target market with the best chances to 
succeed in. This will also help in assessing whether these markets should be entered and 
if so, what strategy would be the most efficient. The main question will, however, 
concern the fact whether both of the parties can create a profitable relationship and gain 
sufficient benefit from it. 
As we can see, the framework is based on a dialogue between the internal and external 
considerations as well as the analysis of all the related parties and their interest. At the 
same time each step works as the basis for the following step, which in turn increases 
the focus of the research in each step. The main goal is, however, to research few 
examples and finally generalize the founding into a theory that could be used for the 




3. RESEARCH METHODOLOGY 
As a support for our thesis framework and in order to ensure its validity and reliability, 
we examine research approaches in subchapter one, followed by the exploration of 
research strategies and methods in subchapter two. Thereafter, we introduce and choose 
the most feasible research strategy for our thesis and present it in subchapter three. 
 Research Approaches  3.1.
Research is the systematic investigation and study of materials and sources in order to 
create and obtain new knowledge. In other words, it is the process of gathering existing 
and creating new information. Research methodology, on the other hand, is the 
collection of methods used in a particular study or activity. (Oxford Dictionary of 
English, 2005) The choice of research methodologies has a direct impact on the validity 
and generalizability of results (McGrath & Brinberg, 1983). This can be seen as the 
conscious decision to use a particular method and, thus, aim for an as valid answer as 
possible. 
This research is conducted in order to find and evaluate new business opportunities in 
the Polish market. The aim is to evaluate the needs of the market and assess how well 
the case company can answer those needs. Therefore, it is essential to know the current 
and future situation of the marketplace and compare them with the case company’s 
internal possibilities. This requires an abundance of information from various sources 
that has to be analyzed systematically. This way none of the opportunities will be 
missed and simultaneously the company can gain competitive advantage. Therefore, the 
appropriate research strategy needs to be selected and used in the market opportunity 
analysis. 
According to Easterby-Smith et al. (2012) there are three reasons why the understanding 
of research approaches is very useful. The first reason is that the chosen research 
approach guides the choice of research design by considering what kind of information 
is necessary for the research and how it should be gathered. Secondly, it will prevent the 
researcher from doing unnecessary information collection by showing which methods 
would work and which would not. This would also highlight the limitations of each 
method and show all of its possibilities while saving time and effort. Lastly, research 
approaches introduce the researches to such designs that they may not have encountered 
before. At the same time it enables the researches to adapt their methods according to 
the given research and its information restrains. Therefore, it is important to be aware of 
different research methodologies and approaches that guide our research.  
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According to Saunders et al. (2009) there are two distinct research approaches, 
deductive and inductive, that can be used in business research. The deductive approach 
concentrates on developing a theory and hypothesis that will then be tested with the help 
of a research strategy designed by the researcher. The inductive research, on the other 
hand, aims for developing a theory as a result of an analysis based on the data that has 
been collected from various sources. However, many researchers (e.g. Miles & 
Huberman, 1994; Perry, 1998) state that these two approaches are not two separate 
entities but rather a continuum with various portions of both deductive and inductive 
approaches. More importantly, pure deduction might prevent the researcher from 
developing a new theory while pure induction can potentially prevent from utilizing all 
the knowledge found in the literature (Perry, 1998). 
Another way to distinguish research approaches is to divide them to the qualitative and 
quantitative approaches. The qualitative approach is characterized by using words and 
open-ended questions to explain situations. It aims to explore and understand the 
varying nature of the world. Quantitative approach, on the other hand, prefers to use 
numbers and closed-end questions in the process of research where analyzing process is 
done using statistical methods. (Onwuegbuzie & Leech, 2005)  
Traditionally there has been a mindset that these approaches are exclusive but there are 
also researches that believe in triangulation that is the use of multiple methods as in 
mixing the use of qualitative and quantitative methods. This way it is possible to take all 
the best practices from both of the methods which encourages productive and 
imaginative research. Unfortunately, the method has also negative aspects, such as the 
difficulty of the research’s replication and the fact that it requires a relatively big 
amount of time. (Jick, 1979) Therefore, mix-method approaches may be better in 
smaller researches where there is no need for repetition but lots of time is available to be 
creative. 
In this study we will use the inductive and qualitative approach that will concentrate on 
collecting and analyzing information from different sources without making an 
assumption that would lead the research. This way we want to have the opportunity to 
discover new information by letting the available information guide the research.   
 Research Strategies and Methods 3.2.
According to Saunders et al. (2009) there are seven different research strategies that 
help in answering the research questions and meeting the objectives of the research. 
These strategies are an experiment, survey, case study, action research, grounded 
theory, ethnography and archival research. While formulating the research strategy it is 
necessary to understand different research methods and choose the most appropriate 
ones for a specific research. According to Gummesson (1999) there are five different 
research methods that are the use of existing material, questionnaire surveys, qualitative 
interviews, observations and action science.  
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The existing material can be found in literature such as books, journals, Internet or 
statistics. It is called a secondary source of information because it was not created for 
this research in particular (Czinkota et al., 2011). Therefore, it may contain old and 
imprecise information about the topic (Gummesson, 1999). This kind of information 
can be used to build general understanding of the situation but it does not represent the 
complete truth in every situation. Therefore, it is important to use various sources of 
information together with primary research methods.      
Questionnaire surveys can, on the other hand, be both primary and secondary 
information depending on whether they were conducted for this or some other research. 
Questionnaire surveys are a list of predetermined, relevant questions that are presented 
to a specific target group. It can potentially give an opinion of a large group of 
individuals but it can also be misleading as it will not necessarily reach all of its targets 
and thus have a biased response. (Saunders et al., 2009) Moreover, if the questions are 
constructed poorly, they may cause confusion and result in incorrect answers 
(Gummersson, 1999). 
Qualitative interviews are interviews conducted with specialists that have a vast 
understanding on the given topic. The questions in the interviews are usually quite 
broad which enables the interviewee to answer freely about his or her thoughts. This 
enables the flow of thoughts that the interviewer did not even think about asking. It is a 
good method when there is little understanding on the topic of the research. Therefore, it 
is one of the most commonly used methods in business and management research. 
(Saunders et al., 2009) 
Observations are a more passive type of research and it can be either primary or 
secondary information depending on nature. It is based on observing and evaluating a 
process or people in real time. This is, however, a time-consuming method. The last 
method is called action science which represents the researcher as a part of the study. 
He is deeply involved and makes changes whose consequences he later evaluates and 
possibly corrects. (Gummersson, 1999) 
Frameworks for Environmental Analysis 
The most comprehensive and well-known way of assessing the impacts of 
environmental forces is to use the PESTEL framework. It includes the political, 
economic, socio-cultural, technological, environmental and legal analysis as in Figure 
16. (Walsh, 2005) Yüksel (2012) points out that this qualitative approach does not allow 
a rational and objective analysis of the environment and, more importantly, even though 
the analysis is holistic, it does not study the interrelation between the individual forces. 
The framework gives nonetheless an awareness of the direction of the future from 
different perspectives and as it is a qualitative approach, it allows the researcher to make 











Figure 16:  The PESTEL framework (Walsh, 2005) 
The PESTEL framework consists of six environmental forces that are the political, 
economic, socio-cultural, technological, environmental and legal forces. The figure also 
illustrates how these forces impact the company from the outside and can be found all 
around the company. Moreover, it is worth noticing that the individual forces are 
interrelated and that they change in time. The environmental forces have a significant 
impact on the company’s business depending on the way it can assess and react to the 
forces and whether it is able to create competitive advantage using the knowledge. 
(Walsh, 2005) There are, however, different ways of analyzing the environmental forces 
and one of those is presented in Figure 17 by Cavusgil (1985) who distinguishes 
between four groups of environmental forces that are the physical, political, economic 




· Climate weather variations
POLITICAL
· The governmental system
· Political stability
· Government involvement
· Business incentives/barriers 
· The national strategy
· National plans for the future
ECONOMIC
· The overall level of development
· Economic growth
· The importance of foreign trade 
· Possible currency issues
CULTURAL
· The view of the world
 
Figure 17:  Fours groups of environmental forces (Cavusgil, 1985) 
The examples from each environmental force illustrate how the physical environment 
considers visible factors that can be described with words and numbers. The political 
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environment then concentrates on the governmental activities and future goals that may 
affect doing business. The economic forces, on the other hand, consider the money-
related issues. Lastly, the social forces define the view of the world in a particular 
market such as, for example, the attitude towards the industries’ environmental impact 
on the nature. These cultural issues may be tacit information that is difficult to explain 
or rationalize. Because of the distinct dimensions and characteristics of environmental 
forces, some of them may be difficult to find or analyze. Majority of them can, 
however, be easily found from official sources. 
Framework for Market Maturity Assessment 
Market maturity can be assessed by using Product Life Cycle (PLC) which describes the 
life phases of a single product. These phases include introductory, growth, maturity and 












Figure 18:  Product life cycle (Pride et al., 2008) 
In the introductory phase the customers notice the existence of a product and the sales 
increases with the help of marketing. At the same time income is low because of high 
marketing expenses and there is not much competition in the market yet. As new 
competitors start coming along in the hope of big revenues, the product enters the 
growth stage where the price and the revenue of the product go down. In the third phase 
of maturity, sales reach its peak and the amount of competitors decrease. Only the 
companies with loyal customers stay alive in the market. In this stage companies tend to 
stop working for their success and believe that it will continue forever. (Pride et al., 
2008) In reality, however, the product is reaching its last phase of decline where the 
sales decrease considerably and the companies must decide whether they will continue 
selling the same product or create new technology. Eventually, the demand will 





Framework for Organizational Analysis 
The most common and known framework is the SWOT analysis in Table 2 which aims 
for identifying the internal strengths and weaknesses and the external opportunities and 
threats of an organization. In other words, the positive as well as the negative aspects 
are accessed in both of the categories. (Dyson, 2004) 
Table 2:  A framework for SWOT analysis (Dyson, 2004) 
 POSITIVE NEGATIVE 
INTERNAL Strengths  Weaknesses 
EXTERNAL Opportunities Threats 
The internal assessment examines the organizational issues, covering things like 
personnel, facilities, location and products while the external assessment concentrates 
on the political, economic, social, technological and competitive environment. After 
identifying these factors, strategies can be developed in order to exploit the 
opportunities and counter the threats. (Dyson, 2004) Some scientists like Minzberg 
(1994) criticize the framework as an attempt to formalize the strategy making process 
while the proponents see it as more than a mere list making because of the need to 
weight and comment upon the different identified factors (Hill & Westbrook, 1997).  
 The Chosen Research Strategy 3.3.
Based on the previously presented ways of gathering data and choosing a research 
strategy we choose the case study approach since it is a qualitative way of accessing a 
single case intensively by evaluating its environment and using multiple methods in 
collecting the necessary information (Hirsjärvi et al., 2009). It is also one of the most 
used methods in qualitative industrial marketing research (Piekkari et al., 2010). 
According to Yin (2003), in case study there is no clear boundary between the 
phenomenon that is being studied and its context. Therefore, this strategy is ideal for a 
research that wishes to gain a rich understanding of the research phenomenon as the 
study can be conducted on multiple levels such as the industry and the firm (Eisenhardt, 
1989).  
We choose case study research strategy exactly because our aim is to get a 
comprehensive understanding of the Polish markets and its future trends and, thus, it 
allows concentrating on a single case but on different levels. Moreover, it does not limit 
the research to certain methods but allows the use of various methods depending on the 
purpose and need. The research will thus use existing material and qualitative surveys as 
the method to gather information.  
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In the first two phases, the information about the market and industries is gathered from 
governmental or other official organizational secondary sources. This information can 
be found on webpages released by Polish or other governments, international 
organizations, trade associations, industry associations, newspaper articles and country 
or industry reports. The aim is to use various sources of information from different 
countries in order to get a comprehensive view of the Polish market and its 
opportunities. The trends of the target industries are also evaluated with interviews 
conducted individuals that are more informed about the Polish market. The Polish 
markets are then analyzed will the help of Cavusgil’s (1985) four environmental forces 
in order to have a comprehensive understanding of these four most important forces 
affecting market opportunities. Moreover, the two case industries, that is the mining and 
energy industries, are examined in more detail. 
In the following phase we evaluate how value can be created in target market by 
examining the investment process in the case of project and equipment investments. An 
important part of this is personal interviews that are used in determining the needs of 
potential customers and estimating the demand in the market. In this study the topics for 
the qualitative interviews are chosen based by previously examined theoretical 
background and its synthesis. These topics are the external environment, market 
prospects and value creation that will form a base for the analysis of attractive 
opportunities. 
The qualitative interview starts with the analysis of background information on the 
interviewee and company which is then followed by the discussion about the industry’s 
current and future prospects. This way we can get an understanding on the interviewees 
experience and an educated view on industry outlook. Thereafter, the interview will 
continue with assessing the current make-or-buy practices in the company and the 
reason for using them. Moreover, the engineering buy decision criteria are discussed. 
The aim is to analyze what kind of benefits and values the interviewee regards as most 
important that can then be used in value creation. Finally, the view is expanded to 
concern the whole of Poland in order to assess how universal the previously discussed 
views are and how they may change or are already changing. At the very end there is an 
opportunity to give free comments in case the interviewee would like to add something 
important that was not taken into account before. This interview base is presented in 
Appendix 1.  
The interviewees are chosen based on their business and position in the company and 
the aim is to interview people that have been in the field for several years and thus have 
the experience and knowledge on current practices.  They are contacted and interviewed 
by phone in order to have a personal interaction with them and thus motivate them to 
take part in the research. In total, ten qualitative interviews were conducted both in the 
mining and energy industries. 
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Hereafter a survey is constructed based on the previously conducted interviews. The 
purpose of the survey in Appendix 2 is to estimate how often and why companies use 
engineering services. The main goal is to find out which benefits that can be gained 
from using engineering services are considered to be most important and which 
engineering company and service features are most valued by the target market. These 
surveys were sent to companies that had not been contacted previously by phone in 
order to get a broader view and ensure the validity of the study. Moreover, the survey 
was conducted in Polish in order to prevent language barriers from forming and 
affecting the motivation or ability of answering. Because of the hierarchical structure of 
the companies, no direct contacts were obtained and thus, this survey was sent to 30 
companies through their secretaries. This most probably resulted in surveys not reaching 
their targets, which can be seen in a low answering percentage of 3%. Therefore, we 
regard the gathered information as not valid and it will not be presented in this thesis.   
Finally, we make a case company analysis based on the gathered information and 
interviews with some company representatives by evaluating whether the discovered 
market opportunities are feasible to our case company. Here we will use PLC 
framework and SWOT analysis as our tools to get a comprehensive understanding of 
the practices as well as the strengths and weaknesses of the target market. 
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4. PROJECT AND EQUIPMENT INDUSTRIES IN 
POLAND 
In order to get a good understanding on the current practices of the Polish market, we 
examine the external forces affecting Poland in subchapter one. Thereafter, we study the 
mining and energy industries and their prospects as separate entities in subchapter two 
followed by subchapter three where project and equipment industries are examined in 
their respective groups. Finally, we conclude the current state of the industries in 
subchapter four based on the previous subchapters. 
 Poland in Brief 4.1.
In the following text we analyze environmental forces that are affecting Poland and thus 
the market values and its opportunities. We will use the framework of physical, 
political, economic and cultural forces presented by Cavusgil (1985) without using the 
cultural assessment as this has already been done in the study earlier. 
Physical Environment 
The Republic of Poland is a 38,14 million inhabitants’ country in the eastern Central 
Europe surrounded by Germany, Check Republic, Slovakia, Ukraine, Belarus, Russia 
and Lithuania. Despite the variety of neighboring countries, Poland’s population is 
ethnically extremely homogeneous with over 98% of the population being Poles. 
(PAIiIZ, 2010) Poland’s biggest cities include the capital Warsaw, Lodz, Cracow, 
Wroclaw, Poznan and Gdansk seen in Figure 19. (Heliste et al., 2007)  
   
Figure 19:  The map of Poland (The Encyclopedia of Earth, 2012) 
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Poland is surrounded by many countries and has furthermore access to the Baltic Sea. 
The country is also rich in its natural resources of calcium hard and brown coal, copper, 
zinc, lead, sulphur, rock salt and construction minerals. It is also known for its fertile 
agricultural land. (Finpro, 2010) This favourable location close to big country markets 
such as Germany or Russia and with an access to the sea has together with abundance of 
natural resources created the foundation for the development of variety of heavy 
industries. Poland’s key industries are machine building, iron, steel, coal mining, 
chemicals, shipbuilding, glass making, textiles and food and beverage processing 
(Zuchora-Walske, 2013). Moreover, the central planning time of communism had a 
considerable effect on the choice of Poland’s heavy industries and their evolution (CIA, 
2014). The existence of heavy industries results in constant demand for crude material 
and more efficient equipment. 
Apart from the variety of industries, Poland is known for its well-educated workforce, 
low production costs and productivity (Finpro, 2010). As much as 17% of Polish people 
aged over 13 have completed higher education and the percentage is expected to grow 
in the upcoming years since there is 1.7 million students doing their higher education 
degrees. (GUS, 2014a) This will further improve the average worker’s qualifications 
and skills. Despite the education, knowledge of English and other languages can be 
limited outside of Poland’s main cities (KPMG, 2013) and in order to avoid 
misunderstandings it is best to contact companies in their native language and have 
contracts on paper (Heliste et al., 2007). The situation is, however, constantly changing 
and as the younger generation has more contact with the foreign languages, their 
language skills are improving. 
Even though the workforce is highly educated, labour costs are considerably lower 
compared to EU’s average: the average monthly gross wage in 2013 is around 3650 zl 
(~890 €) (GUS, 2014a) According to Eurostat (2014), the average labour cost per hour 
in Poland was only 7.6€ compared to the highest wage which was 48.5€/h in Norway. 
The labour costs are less only in Hungary (7.4e/h), Latvia (6.3€/h), Lithuania (6.2€/h) 
and Bulgaria (3.7€/h). The low labour costs in Poland have motivated many companies 
to start production in Polish factories. As many as 200 Finnish companies, such as Stora 
Enso, Metsä Tissue, Kemira and Cargotec, have invested in Poland because of the 
relatively low costs and close cultural and geographical proximity. This has also 
resulted in Poland becoming a hub for shared service centers. (Semkina & Olander, 
2014) 
This increase in investments has not, however, decreased unemployment which has 
remained high at 13.4% in 2013. According to GUS (2013a) the unemployment rate 
was higher in 2013 than in 2012 even though many people were removed from 
unemployment rolls. This means that more people are losing their jobs than finding one. 
The unemployment rates vary, however, considerably depending on the voivodship 
(GUS, 2014a) which may explain the growing unemployment. 
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Political Environment 
Poland began its journey to democracy and a market-driven economy in 1989 after the 
collapse of communism. This was the beginning for a market-oriented, privatized 
economy: trade liberalization, economic restructuring, privatization and capital inflows 
have contributed to the further development of the country. (Ernst & Young, 2010) 
Poland´s current constitution was introduced in 1997. The president works as the head 
of state as he also appoints the cabined according to the proposals of the prime minister. 
As of 15.02.2015, Bronislaw Komorowski has been acting as the president since 2010 
after the death of President Lech Kaczynski in a plane crash during a visit for the 70
th
 
anniversary of the Katyn massacre. Donald Tusk, the current Prime Minister, has been 
working in his position since 2007 as he had been re-elected in 2011 for a second term. 
The government centers on the Council of Ministers who are led by the prime minister. 
The regional administration, on the other hand, is organized on three levels of 
subdivision, the highest being 16 separate voivodeships. (Baker & McKenzie, 2012) 
Polish governmental institutions have a bad reputation because of corruption and 
bureaucracy and even though the perception of corruption in Poland has improved, 
successive governments have lacked continuity in tackling the existence of corruption 
(European Commission, 2014). In general, the Polish legal system is considered to be 
bureaucratic and inefficient what has affected many Finnish companies to protect 
themselves from long-lasting and dubious legal practice in Poland. This has been 
implemented by including special conditions in the trade agreement which oblige the 
parties to have a trial in a third country in the case of a disagreement. (Heliste et al., 
2007) By considering possible problems before making an agreement, companies can 
avoid additional complications if such a situation occurs. Also hiring local people to 
take care of these matters may ease the process. 
The governmental reform made it possible for Poland to join the European Union whose 
member it has been since 2004. The membership has given Poland stability and 
credibility in front of foreign businesses and investors. (Ernst & Young, 2010) It has 
also made Poland more attractive for investments with the help of regulations on public 
aid, the lowering of tax aids, and harmonization of law and infrastructure development. 
The  incentives are granted to companies depending on their industry, the voivodeship 
that they are doing investments in and the effects of the planned investment: the bigger 
the benefits are to the Polish economy and development, the more benefits the company 
receives (PAIiIZ, 2010). By acquainting oneself with the requirements for receiving 
incentives from the government and filling them, the companies are able to cut on costs 
and the effort required to do business. This may considerably ease doing business in the 
market and have a positive effect on the success which motivate companies to do 
investments. 
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The increase in international business activities has given incentives to change the law 
towards more favorable to foreign investors. (PAIiIZ, 2010) Nonetheless, Poland came 
45 out of 189 countries in the World Bank Ease of Business Index, number one being 
the most business-friendly country (World Bank, 2014a). An inefficient commercial 
court system, a rigid labor code, bureaucratic red tape, and a burdensome tax system are 
listed as the main cause for this (U.S. Commercial Service, 2013). Therefore, it is good 
to know the local laws and requirements thoroughly in order to be prepared for any 
difficulties in doing business in Poland. 
Apart from the EU, Poland is a part of several international organizations, such as the 
Organization for Economic Cooperation and Development (OECD), the North Atlantic 
Treaty Organization (NATO), the World Trade Organization (WTO), the World Bank 
and the International Monetary Fund (IMF) (PAIiIZ, 2010). By cooperation with these 
organizations, Poland has been able to accelerate its development, promote the Polish 
economy and enable collaboration with other countries.  
Economic Environment  
Poland joined the European Union in 2004 but it still has its own currency, zloty, whose 
exchange rate is ~1€ = 4,18zl in February 2015 (IMF, 2015). It is still unsure when 
Poland will adopt the euro and according to the latest speculations, Poland will start the 
discussion about joining euro in 2015 right after the parliamentary elections and 
possibly have the joint currency in 2019. The main challenge is the voters, majority of 
who do not support euro adoption because of the recent euro zone crises in Greece and 
Ireland (Sloikowska & Sobczak, 2014). As Poland committed to taking euro when it 
joined the European Union, this change is coming no matter how soon it will happen. 
This will inevitably affect the price levels and thus the Polish economy. 
Since joining the EU, Poland has had a continuously stable economy especially because 
of abundance of foreign investments (Finpro, 2010). This was illustrated especially 
during the recent recession in the late-2000s during which Poland was the only 
European country to maintain growth in gross domestic product (GDP) as can be seen in 
Figure 20 (Ernst & Young, 2010). Baker & McKenzie (2012) name a strong domestic 
market, moderate level of private debt, flexible currency and diverse export structure as 
the main reasons for this achievement. The listed reasons show that Poland’s economy 
is strong and independent because if one source of growth vanishes, it can rely on the 
other ones.  
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Figure 20:  Change in Poland's GDP in 2000-2013 (GUS, 2014a) 
As we can see, the gross domestic product has risen steadily from 2000. In 2013, Poland 
GDP was as much as 1636 billion zlotys which equals 517,5 billion US dollars and 
390,0 billion euros (The World Bank, 2014b; GUS, 2014a). This means an increase of 
the GDP, in real terms, by 1.6% in annual terms. It is less than the growth of GDP in 
2012, which was 1.9%. In the coming few quarters the real GDP is expected to gain 
momentum to up to 3.0% because of the increasing exports and a gradual strengthening 
in domestic demand (OECD, 2014). Moreover, Walewski (2013) forecast that the Polish 
GDP will grow at an average rate of around 2.5% per annum until 2050. He claims that 
the trends will be less favorable after 2030 because of demographic reasons as the 
Poland’s birth rate is one of the lowest in Europe at the moment. At the moment the 
total gross value added comprise of several sectors. In 2013, the gross value added 
equals 1452 billion (GUS, 2014a). The growth is illustrated in Figure 21 by sectors: 
 
Figure 21:  Gross value added from each sector in 2013 (GUS, 2014a) 
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The primary sector which includes agriculture, forestry and fishing accounted for 4%, 
second sector of industry and construction for 31% and third sector of services for 65% 
of the gross value added in 2013. The industry and construction sector comprise of 
several industries, manufacturing being 18% of the whole entity as it accounts for 256 
billion zlotys (GUS, 2014a). In general, the distribution of sectors shows that Poland is 
a part of the knowledge society as services play a significant role in the economy. 
The first sector of agriculture contributes only to 4 % of the gross domestic product, 
even though it employs as much as 12.7% of the work force (GUS, 2014a). The 
agricultural sector is characterized by inefficiency because of its structural problems, 
surplus labor and a lack of investments (Bhavan, 2014). Additionally, Finpro (2014) 
lists the underdeveloped land rent system, social security system and limited access to 
long term finance to acquire capital as major reasons for the low productivity. The 
problem with financing may be changing as the EU has allocated as much as 28.5 
billion euros as Common Agricultural Policy payments for 2014-2020 (Poland’s 
Ministry of Treasury, 2013a). This means more funds for agricultural investments that 
would increase the efficiency with the help of new machinery. As Poland produces 
agricultural machinery itself, the benefit will multiply. 
The industry and construction sector is famous for its car, home appliance, food, 
electronics and petrochemical production. Moreover, it has lots of heavy industries such 
as mining, metallurgy, machine construction, shipbuilding and army as a legacy from 
the communist period. Each voivodship has its own industry clusters that have 
developed depending on the area’s natural resources and location. (PaIiIZ, 2010) 
Poland’s natural reserves of coal and lignite have also affected the country’s energy 
infrastructure. This is important because it is the largest electricity producer and 
consumer. The use of coal calls for more environmentally friendly ways to produce and 
utilize energy. (Jeziorski, 2009) 
The last, third sector of services is the largest sector with its 943 billion zlotys of gross 
value added. Its major component is the trade which accounts for 30% of the final 
value. (GUS, 2014a) The Polish Ministry of Treasury is, however, promoting the 
business service sector which includes such sub-sectors as business processes 
outsourcing, shared services centers, information technology outsourcing and research 
and development (Association of Business Service Leaders, 2014). This has resulted in 
a high-paced growth of the sector and the growth seems to continue, especially since the 
government is giving incentives for such investments.  
Even though Poland’s domestic market is large, it both imports and exports a 
considerable amount of goods. In 2013, Poland exported 781 billion zlotys worth of 
goods and services while the import was 742 billion zlotys (GUS, 2014a). This is the 
first year when Poland’s export is bigger than its export which is because of the 
slowdown of economy: because the domestic demand is smaller, fewer goods are 
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imported (Polska Agencja Prasowa, 2013). The distribution of import and export goods 
is illustrated in Figure 22. 
 
Figure 22:  Distribution of import and export goods in Poland in 2012 (GUS, 2013b) 
The main export and import components are machinery and transport equipment 
followed by manufactured goods classified chiefly by material. This can also be seen in 
Table 3 when examining the most important export and import goods. 
Table 3:  The most important import and export goods of Poland in 2012 (GUS, 
2013b) 
The most important export goods are machinery producing energy and vehicles such as 
cars. The most important import good, on the other hand, are mineral fuels and energy 
producing machinery. In general, all the same goods are important both in import and 
export but in different volume and specifications. 
 Export Import 
1. Nuclear reactors; boilers; machinery and 
mechanical appliances (75,9 billion zl) 
Mineral fuels and oils (85,7 billion zl) 
2. Vehicles other than railway or tramway 
rolling-stock (67,8 billion zl) 
Nuclear reactors; boilers; machinery and 
mechanical appliances (78,2 billion zl) 
3. Electrical machinery and equipment such as 
TVs and voice recorders (67,2 billion zl) 
Electrical machinery and equipment such as 
TVs and voice recorders (67,5 billion zl) 
4. Furniture (31,0 billion zl) Vehicles other than railway or tramway 
rolling-stock (49,5 billion zl) 
5. Mineral fuels and oils (29,6 billion zl) Furniture (31,0 billion zl) 
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 Interesting Markets 4.2.
As our study concentrates on energy and mining industries, we will examine them more 
closely, their current and future prospects and, thus, judge their attractiveness. In the 
following chapter we will examine our case industries starting with the mining industry 
in subchapter 1 and then continuing with the energy industry in subchapter 2.  
4.2.1. Mining Industry 
Poland is a medium-sized market for material handling equipment and systems in the 
EU. (Centre for the Promotion of Imports from developing countries, 2010) According 
to GUS (2013c) the value of sold production of lifting and handling equipment in 
Poland in 2012 was 2,0 billion zlotys (approximately 484 million euro). This does not 
include the lifting and material handling equipment for mining and construction. The 
value of sold production of machinery for mining, quarrying and construction was 
worth 4,5 billion zlotys in 2012, including the lifting and material handling equipment 
(GUS, 2013c). A more detailed presentation of these produced goods in Poland is 
presented in Figure 23. 
 
Figure 23:  The production of material handling equipment in Poland in 2005-2012 
(GUS, 2013c) 
Poland produces a considerable amount of conveyors, both for mining and other 
purposes. There has been a considerate increase in production after 2010 especially 
because of foreign firms such as Cargotec investing in Poland (Centre for the Promotion 
of Imports from developing countries, 2010). Yearly around 5000 tons of both cranes 
and mineral processing machines are produced. Almost half of the mineral processing 
machines are produced for the mining industry solely (GUS, 2013c) which shows the 
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importance of the mining industry to Poland. Additionally, the lifting and material 
handling equipment included the production of 3575 lifts and 77 pulley tackle and 
hoists in 2012 (GUS, 2013c). The lift industry is only marginal in Poland as it is mainly 
ruled by big international companies (Jurdziak & Szlichcinski, 2002). 
There are 913 companies in the Polish industry classification of material handling 
systems belonging to the second and third level players, 49 biggest of them are listed in 
Appendix 3. We have localized them in Figure 24 on the map in order to find the main 
locations for the industry. 
 
Figure 24:  The location of companies in Poland producing material handling 
equipment  
The main area for material handling equipment is in the northern Poland around 
Katowice and Kluczbork. There is, however, also an industrial locus around Gdansk and 
central Poland. The location of the companies is dependent on the end customers as, for 
example the companies around Gdansk are more concentrated on shipbuilding and 
marine industry while others may be working for industries such as agriculture. 
In Poland, according to the code list of PKD, Polska Klasyfikacja Działalności, which is 
the classification of business activities, the material handling system sector is distributed 
party according to the industry and party according to the machines themselves (PKD, 
2007). One significant separate sector is the mining sector that even has its own 
classification for mining equipment. However, there are other industries that use 
material handling systems. For example, motor, machinery, energy, paper and 
shipbuilding are the major buyers of conveyor belts in heavy industries in Poland 
(Jurdziak & Szlichcinski, 2002).  
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As the main customers for material handling systems and lifting equipment are other 
manufacturing industries, we will take a look at the outlook for the Polish industry in 
the forthcoming years. According to GUS (2014b) the growth of manufacturing industry 
has slowed down in the second quarter of 2014 from 4,9% to 3,7%. This was caused by 
the decrease in the producers’ prices and lower demand. The sales in manufacturing was 
6,0% higher in the first half than last year. (GUS, 2014b) However, according to the 
Polish Agency for Enterprise Development (2014) the growth in sales of manufacturing 
will decrease in 2015 dropping nearly to 0% in the machinery sector.  
The business activities of the class PKD 28.2 which includes heating and cooling 
equipment as well as material handling systems belong to the most profitable ones as 
they received over 8% of profit in 2013 (Mrówczyński & Kanikuła, 2014). The 
expected, even though slow, growth of the manufacturing sector together with the 
relatively high profitability of the material handling system industry shows that the 
companies may have the need as well as the necessary funds for extra engineering 
services if they will only have enough production capacity. 
Mining Sector 
The mining sector is strongly linked to the mining equipment sector, which in Poland’s 
case is concentrated on mining coal and lignite. Poland has significant mineral reserves 
of several minerals together with mineral processing facilities of great capacity 
(Brininstool, 2013). This can be seen from the fact that Poland is the 5
th
 biggest 
producer of Rhenium, 7
th
 biggest producer of lignite and 8
th
 biggest producer of silver in 
the world (World Mining Congress, 2014). The polish natural reserves are illustrated in 
Figure 25 and a complete list of mines that are the first level players can be found in 
Appendix 4. 
 
Figure 25:  The location of Poland's natural resources and mines (Wiking EDU, 2014) 
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Natural resources are concentrated in the central and southern Poland. The biggest 
quantity of production which also brings the most income is mineral fuels, such as 
steam coal, lignite and coking coal. The distribution of value in the mining industry of 
Poland is illustrated in Figure 26.  
 
Figure 26:  Value of the mining industry in Poland by minerals (World Mining 
Congress, 2014) 
Mineral fuels account for as much as 12 990 million US$ which is around 71% of the 
entire value of the mining industry in Poland. This equals 149 million metric tons of 
extracted mineral fuels. (World Mining Congress, 2014) The Polish energy sector is the 
main buyer of coal as up to 90% of Polish energy comes from conventional sources 
(Euracoal, 2014). However, according to Poland’s Ministry of Treasury (2013b) coal 
extraction is declining which is caused by the decline of coal demand. This is due to 
EU’s pressure to reduce the use of conventional sources of energy and the fact that 
cheaper coal is supplied by South America and South Africa. This results in 
unnecessary stockpiles of coal in Poland bringing down the prices and making coal 
production less profitable. (Poland’s Ministry of Treasury, 2013b) The prices can be 
lowered by using more efficient equipment which would require less manpower and 
thus cause fewer expenses to mining companies.  
Lower prices of coal in current situation mean less income to mining companies which 
results in significant drop in their mining equipment investments. However, many 
mining companies are planning to build new mines in the near future (Dudala, 2014a). 
Even though, for example, the Polish mining company Kompania Węglowa is planning 
to invest in restructuring measures, the lack of funds and the unemployment caused by 
possible restructuring may prevent the company from doing investments in the near 
future. Therefore Polish mining equipment producers are counting on increasing their 
export in order to stay profitable. (Wolski, 2014) With the support of Polish government 
they have managed to increase their exports which may significantly affect the total 
demand for these products. These countries that are experts in mining require high-tech 
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equipment that the Polish companies have less knowledge and experience of. (Dudała, 
2014b) Thus they may need help from outside with designing more advanced systems.  
Currently there are over 200 companies in Poland that produce mining equipment, 40 of 
whom are specialized in mining sector only. There are, however, four biggest 
dominating companies that do business abroad as well: Famur, Kopex, Fasing and 
Bumech, the first two being significantly bigger than the latter ones. (WEI, 2014) The 
complete list of companies specializing in mining equipment can be found in Appendix 
5 and their distribution of location is presented in Figure 27. These companies can be 
both second and third level players. 
 
Figure 27:  Location of mining equipment producers 
Mining equipment companies are located mainly around Katowice. This is reasonable 
because coal is the main mineral for mining in Poland and it is exactly the place where 
all the coal reserves are situated as seen in Figure 25. 
The mining equipment market of Poland is characterized by consolidation of companies 
(Gornictwo Polskie, 2012). Recently Famur was planning to buy Kopex and join the 
two companies but they decided not to continue the consortium (Polska Agencja 
Prasowa, 2014). These companies are nonetheless continuing to search for new 
customers from abroad and expand their business. This calls for expertise and 
experience for future and hopefully growing demand. This would mean more work and 
thus the need for extra hands.  
4.2.2. Energy Industry 
The Polish energy sector produced as much as 162 139 TWh in 2012. Poland’s high-
paced growth and increased amount of investments will have a significant impact on the 
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future demand of energy consumption. The demand for power capacities in Poland may 
increase by up to 50% until 2030. The Polish government is, thus, expecting the primary 
energy consumption to grow 1,5% annually between 2010 and 2020. (Gabrys, 2013) 
The Polish Ministry of Economy (2009) specifies six goals for their energy sector until 
2030: the improvement of energy efficiency, enhancement of fuel and energy supply 
security, diversification of electricity production structure, development of renewable 
energy sources, growth of competitive fuel and energy markets with privatization, and 
limiting of energy sector environmental impact. At the moment Poland supplies up to 
80% of its energy demand by producing energy from coal but the energy mix is 
expected to diversify in order to comply with European Union’s requirements and 
simultaneously ensure the country’s energy security, environmental sustainability and 
economic development (OECD & International Energy Agency, 2011). The current and 
expected energy mix in Poland is presented in Table 4. 
Table 4:  Poland's energy mix in 2012 and 2030 (Cire, 2014a; ARE, 2011) 
The Polish energy sector is characterized by extensive use of hard coal and lignite as 
energy source since they account for as much as 83% which is expected to decrease to 
53% in 2030.  The main reason for this is that Poland is rich in its hard coal reserves 
that amount to nearly 15 billion tones. This reduction of the use of coal is planned to be 
replaced with nuclear power and renewable energy together with natural gas. (Euracoal, 
2014) 
In 2009 Poland agreed on building two nuclear power plants and since the planning of 
the plants is still in process, the first plant is not expected to be operational before 2024 
and the second before 2029 (World Nuclear Association, 2014). The plants would 
provide the country with a considerable amount of additional energy which will 
decrease the need for other energy sources. Unfortunately though, their building has 
been postponed. Moreover, the exploration for shale gas is not proceeding as planned 
 Power mix 2012 Power mix 2030 
 Source of energy (TWh) (%) (TWh) (%) 
Hard coal 80,6 49,7 % 63,6 32,9 % 
Lignite 54,1 33,3 % 40,5 20,9 % 
Natural gas 6,3 3,9 % 19,7 10,2 % 
Crude oil 3,9 2,4 % 2,0 1,0 % 
Renewable sources 16,8 10,4 % 33,9 17,5 % 
Biomass and biogas 10,1 6,2 % 11,5 5,9 % 
Wind 2,0 1,2 % 19,6 10,1 % 
Water 4,7 2,9 % 2,8 1,4 % 
Nuclear power 0,0 0,0 % 33,5 17,3 % 
Others 0,5 0,3 % 0,1 0,1 % 
Total 162,1 100,0 % 193,3 100,0 % 
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because of the lack of legal framework and varied estimates of the shale gas reserves. 
(Ciesnowki, 2014) In other words the use of these alternative sources of energy has not 
progressed. 
The other possibility, which is the use of renewable energy, is mainly based on biomass. 
This is the most promising source of environmentally friendly energy because Poland’s 
forestry, wood processing and agriculture industries are vital (U.S. Commercial Service, 
2013). The biggest demand for biomass boilers is in the up to 50k boilers because of the 
interest of the private housing sector. There are as much as 79 companies producing 
biomass boilers and the market is expected to grow. In the power plants biomass is 
mainly used as an additional fuel that is mixed with other fuels. However, there are few 
fully biomass fueled power stations in the planning and building process that may offer 
some opportunities. (Chojnacki, 2014) 
Even though Poland is planning to make its energy production more green and diversify 
it, the country seems to be reluctant to give up the use of coal. This can be seen in the 
announcement of the Ministry of Economy of Poland (2009) that coal will remain the 
main fuel for electricity generation at least until 2030. This fights against the global 
objectives to reduce the use of fossil fuels as it is harmful to the environment. The 
direction is, however, understandable since as most of the mining companies are state 
owned and the demand for coal has been declining, the prices have fallen. This has 
resulted in substantial loss to the companies and the government. By supporting the use 
of coal in energy production the government hopes to receive more income and make its 
economy more stable. (Ciesnowki, 2014) 
The growth in the use of coal for energy production means that more coal fired power 
plants will be needed. Unfortunately, the power plants in Poland are considerably old 
since over 60% of Polish power stations were built over 25 years ago while almost 44% 
of all the stations are older than 30 years and would need urgently need to be replaced in 
the near future (Euracoal, 2014; Ministry of Economy, 2012). The list of existing and 
planned power plants in presented in Appendix 6. Old technology brings along 
inefficient production of energy and safety hazard and the need for investments. 
Therefore Poland has two options: either it will build new power plants or extend the 
lifetime and expand old power plants. Thus, there may be need for building new plants, 
renovating existing ones and decommissioning projects. Additionally, the technology 
should be one that is reducing the pollution and harm caused to the environment and 
produce energy more efficiently without waste, which would also ensure the funds from 
EU.  
In the energy industry the traditional way of executing investment projects is to employ 
a main contractor who would be in charge of the whole investment. The complete list of 
companies that are involved in building and renovating power plants that is the second 
and third level players are presented in Appendix 7. The actual builiding companies are 
situated around Katowice in order to be near to the existing power plants while the main 
contractors’ offices are located in the capital. The main contractor not only designs and 
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coordinates the entity but also find subcontractors for specific modules if necessary. 
(Cire, 2014c) 
The Polish energy industry itself is dominated by four major companies that are 
TAURON Polska Energia, PGE Polska Grupa Energetyczna, Grupa Kapitałowa ENEA 
and Grupa Energa.  These companies are vertically integrated as the parent companies 
have vast assets for the generation and distribution of energy. (Energy Regulatory 
Office in Poland, 2013) In general, the State of Treasury holds a majority share in PGE, 
Energa and Enea while it owns 30% of Tauron. This may make it difficult to do 
business as governmental institutions have a bad reputation for being bureaucratic and 
corrupted (Finpro, 2010). The market shares have remained constant in the Polish 
energy market during years 2011-2013 and their current approximate market share is 
illustrated according to their function in Table 5. 
Table 5:  Market shares of energy generation, distribution and retail in Poland 2011-
2013 (collected from Energy Regulatory Office in Poland, 2013 & 
companies’ websites, 2014) 
 Retail Generation Distribution 
TAURON 36 % 13 % 37 % 
GK PGE 25 % 38 % 26 % 
Enea 16 % 8 % 14 % 
Energa 15 % 3 % 17 % 
RWE 6 %  7 % 
CEZ 2 % 1 %  
EDF  10 %  
ZE PAK  7 %  
GDF SUEZ  5 %  
There are five main companies, two of which, Energa and RWE, generate relatively 
little power. The other companies that generate power, such as PGNiG, Dalkia and 
Fortum usually use more environmentally friendly energy sources because these smaller 
companies are mainly owned by foreign investors from international companies. All of 
these other companies are listed in Appendix 8 and are representing the first level 
players. The main areas for the bigger companies together with all the power plants are 
presented in Figure 28. 
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Figure 28:  Main operators' operating areas (Energy Regulatory Office in Poland, 2013) 
and the location of power plants in Poland (Cire, 2014b) 
Each company has its own area where it operates, the capital having its own power 
supplier. Moreover, the power plants are located strategically close to the coal mines 
concentrating on the southern part of Poland. Some of the operators have also their own 
mining facilities and thus produce coal and lignite for themselves (e.g. PGE, 2014; 
Tauron, 2014). This decreases the willingness to invest in renewable sources of energy 
as they have invested in mines and mining equipment that produces cost-efficient and 
easily accessible coal and lignite. 
The reluctance to give up coal can be seen in constant renovation of old power plants. 
At the moment there are four major and two smaller renovation projects going on with 
the joint power of 4000 MWe and worth of nearly 20 billion zlotys. Moreover, the 
projects in the advanced phase of bidding are valued to be that of 32 billion zlotys. 
There is also 52 billion zlotys worth of planned investments for the energy sector, 40 
billion of which is the estimated cost for the nuclear power station (Sosna, 2014). This 
leaves 12 billion worth of investments for the conventional power stations for the 
upcoming years. Apart from this, there are currently suspended projects worth 30 billion 
zlotys, some of which may be restarted.  
 Value Creation 4.3.
Creating value to the customer is possible only when you know about the needs and 
preferences of the target market. We will continue with examining firstly the dynamics 
of project management in subchapter one and then continue with assessing the practices 
in equipment engineering in subchapter two. 
4.3.1. Dynamics of Project Management 
As stated before, Poland seems to be reluctant to give up coal which can be seen in the 
constant renovation of power plants. Currently there are 46 power plant projects in 
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Poland going on. (Cire, 2014c) Figure 29 presents in which phase these project are and 
how they have been built. 
 
Figure 29:  Power plant projects according to their current phase and project type 
As much as 15% of the planned projects have been cancelled completely or postponed, 
15% is being planned and 11% is in the advanced bidding phase. Moreover, as much as 
59% of the projects are already being built or the construction has been completed. 
From these 59% that represent 27 power plant projects, only 4% are carried out with the 
help of an independent project consultant while 85% of them are carried out as a 
turnkey project either from one contractor or a consortium of companies. The fact that 
investment projects are of considerable size explains the need to create consortiums 
from smaller firms with different knowledge. Mucha-Kus & Soltysik (2013) emphasize 
that consortiums force competing companies to cooperate but they are necessary in 
order to be able to realize such big project in the first place. This shows that additional 
technological knowledge and companies to share the projects with are needed in the 
market. 
Another aspect characterizing the Polish power plant investments is high price 
sensitivity: According to interviewee A in most cases price is the only criteria (100%) 
for choosing the supplier because the minimum technical requirements are defined in 
the tenders. “The technological aspect comes up in the minimum requirements that set a 
barrier to the incompetent companies”, states interviewee B. There are, however, some 
tenders such as the Stalowa Wola tender in 2012 that put emphasis not only on price 
(69%), but also power capacity in summer (15%), effectivity in summer (13%) and 
power requirements (3%) (Elżbieciak, 2012). Even though the technical aspects in this 
tender account for 31%, the price is still worth almost 70% of total points.  
However, the second most important factor after the price that the interviewees said 
they would go by when choosing an engineering service provider was not the technical 
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or environmental aspect but rather the experience and references that the service 
providers have. In other words, a concrete proof of one’s skills and reputation is valued 
while the technical skills are taken for granted. Based on the previous examination, we 
can pinpoint factors affecting the preference towards turn-key projects and low prices. 







Figure 30:  The factors influencing current energy industry practices 
Firstly, according to Wejcman et al. (2003) the popularity of turn-key projects can be 
explained by the governmental regulations from the communist times when the selling 
price was the one and only criteria of an investment decision. This traditional way of 
profit maximization guided by price solely aims at securing the resources by keeping all 
transactions separate and taking advantage of the free competitive market. 
The communist time has, however, not only affected the working practices but also the 
people’s way of thinking. During the communist regime, as for every mistake made 
there were severe punishments, people learned to avoid taking responsibility in order 
not to carry the consequences. Guided by this goal, Poland is still using turnkey projects 
that release the customer from any kind of work or responsibility concerning correctness 
of the technical realization and project coordination. (Wejcman et al., 2003) Moreover, 
according to interviewee C, the final customer has usually little or no knowledge of the 
project realization requirements concerning energetics which gives extra incentive for 
using this procedure. In other words we can say that taking as much of responsibility 
away from the client as possible is valued and preferred. 
Also the stakeholder issues have an effect on human preferences and thus the use of 
turnkey projects in Poland. This includes especially the financing and procurement law 
that affect people’s choices. This was expressed by interviewee A who pointed out that 
“turnkey projects are favoured because it is easier for the buyer to get financing for the 
investment from the bank as the risks fall on one organization and is thus safer”. This 
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may also have an effect on the amount of consortiums on the market as in the case of 
any misunderstanding the risk and responsibility is then placed on one party only. This 
is mainly the bank’s point of view since in such a situation it will not have to be in 
contact with several parties and make the situation complicated.  
The second stakeholder aspect was clarified by interviewee D who explained that the 
Polish procurement law requires so many resources and procedures that the customers 
prefer not to do it too many times. This in turn leads to preferring the turnkey model 
which requires going through the procurement procedures only once and saves both the 
resources and people’s attention. Therefore, since the customers dislike the procurement 
process that much, they may be willing to avoid it altogether by forming strategic 
partnerships with trusted partners. 
4.3.2. Practices in Equipment Engineering 
As our previous examination of the mining industry shows, the industry profitability in 
Poland is declining as the price of coal is going down. This distress of the industry 
seems to derive from many years back since as interviewee B pointed out ”after the 
revolution, the dropping demand has decreased the need for mining machines which has 
caused the reduction of company resources and thus decreased the size of them.” 
Simultaneously the companies are consolidating to create bigger and stronger 
companies from those that are left in order to have quantitatively more competencies.  
The Polish companies seem to be divided into two groups, one of them being the 
traditional group and the other the modern group. According to interviewee E as much 
as 95% of the small and medium sized companies belong to the traditional group which 
outsource approximately 5-30% of their functions to a third party. Interviewee F 
opinion is in line with this statement saying that “the typically Polish companies tend to 
prefer doing engineering in-house rather than subcontracting them from a third party. 
The main reason for this is the fact that such services are 30% or more expensive than 
doing them in the company. Therefore, it is seen as luxury for companies that can afford 
it.” The modern group that comprises of foreign and Polish companies that do business 
abroad, are more core competence oriented and are using design subcontracting as a 
strategic move. 
The view of the traditional companies can partly be explained by the influence from the 
practices used during the communistic time: subcontracting is seen as a mere 
transaction, a necessity rather than a strategic move. For an average company the main 
reason for using engineering services is the lack of required resources such as 
knowledge or time. According to interviewee F, “A common reason to subcontract 
engineering is in case a project is late and the company requires a fast realization of a 
certain task in order to comply with customer requirements or agreement. Alternatively, 
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the simple fact that the company is unable to do it oneself because it lacks the expertise 
in the field may force a company to subcontract a part of its tasks.”  
In case a company decides to invest in an engineering service, price seems to be the 
only tender criteria since as much as 88% of service tenders have a single criteria of 
price as the deciding factor (UZP, 2014a). Outsourcing driven by the requirement of 
lowest price leads to a hastily made engineering project that is not living up to its 
expectations. This was confirmed by interviewee E who states that their experience of 
using engineering services has not been as expected because of the insufficient quality 
of the projects delivered which has discouraged them from subcontracting engineering 
again.  
Bad experience and high outsourcing costs have caused the companies to be unable to 
see any benefits from the use of engineering services. It is most probable that because of 
historically approved transactional approach which demands low price, the companies 
have received bad quality services causing negative experiences. These bad experiences 
have, in turn, made companies unable to see the benefits of subcontracting, decreasing 
the willingness to use engineering services and lowering thus the demand for it as seen 














Figure 31:  Factors leading to low interest in engineering services  
Thus, three main reasons for low demand can be identified: the transactional attitude, 
lack of perceived benefits and bad experience. These three factors are interrelated as 
transactional approach ultimately causes bad experience whereas bad experience causes 
lack of perceived benefits. Moreover, as all of these three aspects additionally cause 
decrease in demand for engineering services as separate entities, the effect is three times 
as powerful. Ultimately, the problems seem to be caused by the prevailing attitude 
towards procurement as a transaction rather than an opportunity.  
The Polish government has taken actions in attempt to decrease the quality-related 
problems occurring in subcontracting. It has taken measures in order to educate the 
Polish companies about the benefits of finding the most economically advantageous 
tender rather than one offering the lowest price. This effort is especially visible is the 
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recent changes in Poland’s public procurement law that support the use of other than 
economic criteria for tenders, eliminating abnormally low tenders, humane hiring 
procedures and supporting other soft values. (UZP, 2014b) As Poland is also becoming 
more international and getting influences from abroad, the contemporary practices and 
ways of thinking are spreading gradually. The ongoing changes are confirmed by 
interviewee F who claims that “as Poland is becoming more and more international, 
companies are changing their way of thinking into more long-term oriented and thus, 
are changing their way of thinking”. 
 Current State of the Market  4.4.
Based on the previous examination we can conclude that there are several similarities in 
the practices of the Polish project and equipment engineering as seen in Table 6. The 
two engineering practices have four common characteristics that are the growth 
perspectives, need for high-tech solutions, traditional industry practices and preference 
for long-term relationships. 
Table 6:  The similarities of energy and mining industries in Poland 
The main difference between these industries is the level to which the industries have 
already evolved, the energy industry being the more international and thus strategically 
oriented while the mining industry is more traditionally oriented. Moreover, we can 
conclude that both the project and equipment engineering industries have similar 
characteristics seen in Table 7. 
 ENERGY MINING 
GROWTH 
PERSPECTIVES 
 Big investments in power 
plants are planned 
 The expansion of Polish 
mining equipment 
companies abroad  
NEED FOR 
HIGH–TECH  
 Need for environmentally 
friendly solutions 
 Consortiums and 
cooperation widely used 
because technical 
knowledge is distributed 
 Need for high-tech 
solutions to stay 




 Consortiums and 
cooperation 
 Lack in expertise of 
subcontractors  
 Vertical integration 
 Lack in expertise of 
subcontractors  
 Personal relations important  
 Small companies are short 
of money and prefer to save 
on costs 
  62
Table 7:  The similarities of project and equipment engineering industries in Poland 
Therefore, Polish companies can be seen as being stuck in the traditional way of seeing 
subcontracting as a transactional action that is driven by one-time cost-intensive 
practice that should be minimized. This means that the industry is in the decline stage 















Figure 32:  The maturity of the mining and energy industry practices in Poland 
Both the mining and the energy industry are in the last decline stage where new 
practices and technology has emerged. Currently all the companies there are in the 
transition phase where they must decide on whether they will continue with the old 
technology or take up the new one. In general, the companies in Poland seem to have 
marketing myopia that Levitt (1960) defines as the illusion that growth is guaranteed 
without the need for additional actions from the company’s side.  
The truth, however, is that if companies stop searching actively for new opportunities to 
develop their competitiveness, their success will not last. Similar situation can be 
recognized in several industries such as the US cement industry or the Finnish flat glass 
industry (Uusitalo & Grønhaug, 2013). Similarly, their profitability was going down 
when new technologies were emerging because they were unwilling to adopt the new 
technology. Thus, we can conclude that the Polish energy and mining industries are in 
the end of their current lifespan and heading towards the end. Those companies that 




 The use of turn-key projects 
 The benefits of EPCM-
model are not known 
 High price-sensitivity 
 Short-time orientation 
 Public procurement law  
 Tendency to avoid 
responsibility and work 
 Engineering services used 
when lack of expertise  
 Engineering services seen 
as “luxury”  
 High price-sensitivity 
 Short-time orientation 
 Public procurement law  
 Favouring local companies 
 Tendency to avoid 
responsibility and work 
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decide not to start using the newest practices will not be able to survive and will slowly 
die out. 
The fact is that the market is changing and will continue to change. As established 
companies tend to continue with their old habits protecting themselves from changes, 
they must be educated on how changing their way of working can affect the business 
competitiveness and thus profitability. After all, large old companies’ reluctance to 
change their habits will also work as a benefit to the companies that do change their way 
of working because while defending the existing habits, companies tend to forget to 
fight back and thus end up disappearing from the market. Based on the previous 
examination we can make a market attractiveness grid (Figure 33) which indicates 

















Competitive advantage  
Figure 33:  Assessing market opportunity of Poland’s mining and energy industries in 
terms of market attractiveness and competitive advantage 
With the current paragraphs the opportunities are not very feasible as they can be found 
in the darker areas. As the markets are attractive, by finding a competitive advantage in 
regard to the competitors, the opportunity may become feasible and thus worth 
investing in. 
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5. RECOMMENDED PROCEEDING 
In the process of determining the most feasible way of proceeding we continue by 
assessing the market opportunity in subchapter one. This is followed by introducing the 
options for proceeding in subchapter two and the proposed plan for proceeding in 
subchapter three. 
 Market Opportunity 5.1.
In order to assess whether the given opportunity in Poland is feasible, we will integrate 
our case industries in a single SWOT analysis (Table 8) that will regard Poland as one 
market. We conduct this analysis on the internal and external factors influencing the 
attractiveness of the market. 
Table 8:  SWOT-analysis of the Polish market for the case company  
 
POSSIBILITIES CHALLENGES 
INTERNAL  STRENGTHS 
 experienced company with 
several well-known references 
 high technical expertise 
 comprehensive service offering 
 no much cultural difference 
 lots of available resources 
 service delivery not dependent 
on location 
WEAKNESSES 
 no Polish skills 






 expected growth in demand  
 need for high-tech solutions  
 long-term relationships valued 
 traditional industry practices 
changing 
 privatization programs 
 governmental incentives  
THREATS 
 high price-sensitivity 
 short-time orientation 
 public procurement law  
  65
SWOT-analysis shows that the case company has multiple internal and external factors 
that it must consider before making its decision. We will elaborate on them separately in 
more detail. 
Internal Factors 
The case company seems to have many beneficial strengths concerning its operations 
while the weaknesses seem to be connected to the insufficient language skills and lack 
of in-country presence. Because experience and professionalism is highly valued among 
the Polish companies, the benefit of having well-known references and high technical 
expertise is crucial and thus opens several possibilities. Also, as comprehensive services 
that take away the responsibility from managers is valued, the case company can offer 
vast services such as EPCM models to answer this demand. Moreover, as there is little 
cultural differences, there is not much risk for big misunderstandings or uncomfortable 
situations. Finally, the existence of excess resources enables their allocation to new 
frontiers and since the service execution does not require presence in the country, no 
major investments are necessary for the opportunity.  
When it comes to the weaknesses, the lack of language skills as well as the lack of 
presence in Poland can be substituted with the help of a Polish speaking sales agent or 
alternatively by establishing a local representation of the company in the target country. 
The former option of having a sales agent requires less initial investment in money and 
is a quicker solution to the challenge while the latter option of founding a local unit 
would demand more time and a bigger investment. Local presence is, however, valued 
by the target market and it also erases the language and possible cultural barriers. 
External Factors  
When moving to the external factors, both opportunities and threats can be recognized. 
Firstly, the Polish market has good future perspectives: both of the case industries are 
expecting an increase in demand either because of necessary renovations or increased 
internationalization. However, their markets are shrinking because of the effort to 
reduce the use of coal. At the same time companies are trying to work on the shortage of 
competences resulting from the lack of renewal and innovation by consolidations. Such 
a pressure comes especially from the companies coming from abroad that are changing 
the rules of the market. Therefore, new high-tech solutions are necessary not only in 
order to make the industry more efficient but also to increase the Polish companies’ 
competitiveness. 
Secondly, as long-term relationships are valued, once a good business partner has been 
found, it is likely that they will continue to do business with the same partner in the 
future as well. One of the reasons for this is that companies cannot always trust in the 
value delivered by their subcontractors which has partly been caused by the traditional 
market practices. However, as these transaction based practices are turning out to be 
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insufficient in delivering the desired value and thus competitiveness, we can assume 
that they are coming to an end. This creates additional possibilities in creating superior 
value by introducing an alternative way of working and thus initiating change.  The 
willingness and need to change can also be seen in the ongoing privatization programs 
aiming for creating more competition and efficiency in the Polish market.  
Lastly, one more opportunity can be recognized and it is the governmental programs 
offered both by the Finnish and the Polish governments. The Finnish incentives are 
related to supporting internationalization of Finnish small and medium sized companies 
while the Polish ones offer tax refunds and even monetary benefit for creating jobs in 
Poland. 
When it comes to the threats of the opportunity, they are all connected to the traditional 
market practices, including lowest price subcontracting, short-time orientation, 
procurement practices and vertical integration. By eliminating the underlying problem 
of traditional market structures and its mentality, all of these derived problems could 
also be history. In practice, this would mean that the case company should educate the 
target market on the modern practices and their benefits. By helping the target market in 
understanding the competitive advantage that can be gained from the use of engineering 
services, the case company can not only get new customers but also gain superior 
competitive advantage by offering value in a different way compared to the 
competition.  
At the same time creating strategic partnerships would give the players the possibility to 
entirely ignore the public procurement law and ease the customers’ negative feelings 
associated with them. Even though the Polish government has already taken the 
initiative to educate Polish companies on other than price-based subcontracting, there is 
still a significant amount of work to be done before the target market will be convinced. 
However, the market practices and mentality has already changed a great deal and it is 
also constantly changing because of the pressure and influence created by international 
companies in Poland. 
 Options of Proceeding 5.2.
In our two target industries three different segments can be recognized: first level, 
second level and third level as seen in Figure 34. The first level constitutes of end 
clients, second level of main deliverers and the third level of subcontracting companies 
where the engineering companies are currently mainly concentrated on serving the 












Figure 34:  Dynamics of different segments 
As we noticed in the previous analysis, the Polish traditional practices in the project and 
equipment industries are nearing their end. Keeping this and the preferences of the 
target market in mind, there are the four following ways of proceeding: 
 The decision not to proceed with the opportunity  
 The decision to proceed and: 
o go for first level players  
o go for second level players or 
o go for third level players 
The first option that can be considered is to give up any intentions regarding the Polish 
market entry. This would not only save resources and effort but also eliminate the 
possibility of failure. On the other hand, as we discussed before, there is not much risk 
involved in the opportunity in the first place as there is no crucial cultural, political or 
technological barriers involved in the opportunity. Moreover, no actual investments are 
needed as there is no immediate need to set a subsidiary there as long as sufficient 
language skills are there (Polish or English depending on the target). The only costs 
involved would be associated with educating and creating relationships with possible 
clients and their magnitude can be decided on the possibilities and wants of the case 
company. 
The second option of proceeding with the opportunity can be seen as achievable in 
regard to the case company’s strengths and external possibilities that are much larger 
than the internal weaknesses and external threats. Moreover, the strengths of having a 
lot of experience and the opportunity created by the declining competitiveness of the 
current practices in the Polish market give possibilities to overcome the weaknesses and 
threats. Therefore, we will present a recommended go-to-market strategy for the case 
company comprising of an explicit plan who to target, what to offer them and finally 
how to reach them.  
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 Plan for Proceeding 5.3.
Our plan for proceeding comprises of defining market, value and action plan. The 
recommended primary target market is presented in subchapter one, followed by the 
preferred market value proposition in subchapter two and finally the proposed plan for 
proceeding in subchapter three. 
5.3.1. Primary Target Market 
Following our previously presented categorization we have three customer segments. 
Currently the first level players are completely ignored and thus there is no competition 
from this side. Because of this, the first level players can be seen as more attractive 
target market than the rest and may be worth pursuing. The third level players are the 
least attractive because their practices and possibilities are ruled by the second and first 
level players. Therefore they are driven by their client’s needs which are high price-
sensitivity and cost-reduction resulting in indifference towards the product’s quality. 
Changing this pattern may result in loss of competitiveness for the third level players 
that are already in financial distress. We rank these segments by placing them on a 



















Figure 35:  Segment attractiveness grid 
Segment L1 shows the biggest amount of attractiveness together with achievable 
competitive advantage. The attractiveness is caused by the fact that there are big 
investments coming up and at the same time competitive advantage can be obtained by 
approaching the end customers as opposed to what is currently done. Second most 
attractive segment is L2 that has lots of growth potential not only because of its growing 
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demand in Poland and abroad but also because they still compete with the help of 
traditional procedures that cannot guarantee long-term profitability. Lastly, there are the 
subcontracting companies in L3 that are the least attractive as they are at the end of the 
value chain and have no power over the second level that rules the market and its 
practices.  
Moreover, as each of these groups have additionally companies with traditional and 
modern way of thinking, the ones with more advanced core competence oriented 
mindset should be targeted first. These include those companies that have either foreign 
owners and/or are doing business abroad because they are doing make-or-buy decisions 
based on their strategic goals in order to stay competitive in the international market. 
Their open-mindedness can be visible, for example, in the transparency of the 
organization and the accessibility to contact information on their webpages. They are 
also more willing to share information and consider development initiatives. These most 
often include the large and some medium sized companies. At the same time foreign 
owned companies usually obtain their projects from the headquarters hence they may be 
reluctant to order engineering services elsewhere.         
5.3.2. Market Value Proposition 
We will examine the previously described levels in regard to what to offer to each of 
them. The case company offering can be divided into three kinds of services to the 
customers, which are additional resources, project design and EPCM-models. Based on 
our study on the practices of the Polish project management and equipment engineering 
industries that was based both on secondary sources and primary interviews, we can list 
the following aspects that are especially valued in Polish companies: 
 Experience and references; trustworthiness  
 Aversion towards procurement procedures and taking responsibilities; ease of 
buying and execution  
 High price-sensitivity; minimizing costs 
 Bad experience from the use of engineering services; lack of perceived benefits    
Moreover, as the innovation and quality brought by the internationalization is causing 
the Polish energy and mining industries a crisis, companies are looking for a way to 
increase their competitiveness. Based on these facts we will consider our four options of 
proceeding and create a value proposition to all three levels of players in the market. 
First Level Players  
The first level players are the end users of the final machine or construction designed in 
the projects, such as the energy producers or mining companies. As these players are 
mostly doing business with companies offering full services in Poland, this segment 
appreciates taking away their responsibility. Figure 36 illustrates how, by contacting the 
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end customer companies directly, any kind of competition can be avoided and thus a 














Figure 36:  Recommended targeting for the case company 
Competition can be avoided by targeting first level players. The first level seems to 
prefer comprehensive services that include the whole package so that their work and 
responsibility would be minimized. By offering EPCM services the customer’s effort 
can be reduced not only by reducing his work load in terms of management but 
eliminate the need for going through the procurement processes over and over again. 
Most importantly, using the EPCM model can reduce the customer costs and can help in 
delivering reliable and efficient technology on time – something that the customers have 
been missing so far. Based on the previous contemplation, we propose the following 
value proposition to the first level target customers: 
“With our over twenty-year experience and specialization we deliver complete 
high-quality engineering solutions that will increase the efficiency of production 
and reduce the investment and lifetime costs of our partner” 
The value proposition describes the main benefits that the target segment will see as 
valuable and worth pursuing.  This is the main delivered value for the target market. 
Second Level Players 
As for the second level customers, because of the perceived shrinking Polish market 
their main challenge is to stay competitive in their own field. For them, mainly 
monetary issues seem to matter. Most importantly, they have distrust towards 
subcontractors because their output is not answering to the quality requirements. Buy-
decisions are based on necessity rather than strategy. Because the Polish market is so 
strongly driven by price and the case company cannot compete with low-price, it must 
differentiate itself from others with high-tech solutions. Moreover, as the majority of the 
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companies have sufficient own resources but not necessarily enough money to spare, 
the EPCM model would not necessarily work here because companies would not be 
willing to pay extra for something that they can do themselves for a quarter of the price. 
Thus, it would be more feasible to offer them project engineering services or 
alternatively services as resources with high-tech solutions that they cannot do 
themselves. Based on this, we propose the following value proposition to the second 
level producers: 
“With our over twenty-year experience and specialization we improve the 
competitiveness of our partners by delivering complete high-quality engineering 
solutions that will create value to the end customer” 
As with the first level players, modern companies should be targeted first. This way the 
education required is lower and thus less effort is needed. At the same time the results 
can be seen more quickly. 
Third Level Players 
The last level of players, which is the subcontractor segment, receives their projects 
from the second level. Because the second level is driven by the lowest price, the third 
level cannot change the requirements of the outcome. At the same time subcontracting 
the orders further to a third party is not seen as desirable but is rather frown upon. This 
makes buy-decisions less feasible to the third level especially in such a hierarchical 
country as Poland and thus prevents them from subcontracting unless it is unavoidable. 
Since the same company can either be in charge of the whole project or alternatively 
deliver a part of it to the main producer, the players in the mining and energy markets 
can belong either to the second or third level depending on a particular project. Because 
of this, the distribution between the second and the third level is not that 
straightforward. In this case the same services and value proposition could be used for 
both the third and the second level. 
5.3.3. Proposed Plan for Proceeding 
Keeping in mind the preferences and attractiveness of each of our segments we propose 
the following plan in Figure 37 for the case company. The plan is presented as a 
timeline starting with year 0 as the moment when the proposed implementation starts. 
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Year 0 Year 1
3rd month: 















Figure 37:  Plan for proceeding in the Polish market 
The case company should at first start pursuing the most attractive segment which is the 
first level companies mainly because of its planned investments and the possibility to 
avoid competition. Moreover, by addressing the modern companies first, the need for 
education is less and thus they can be accessed more easily. The education should be 
realized by inviting company representatives to business lunches in effort to educate 
them on the benefits gained from the use of EPCM services. The main goal is to gain 
their trust as interpersonal skills, trust and getting along with each other is half of a 
success. At first, the case company should target the most modern companies that are 
using the EPCM services, such as:  
 Fortum 
 Tauron  
 PGNiG 
Since they already have knowledge on the benefits of EPCM, they need less education 
and will more probably be willing to start cooperating. Especially Fortum as a Finnish 
company may be a great candidate for a partnership and taking the first steps. This 
would also help in obtaining practice in doing business in the Polish environment and 
be a good bounce for next challenges. After this, all the traditional companies that are 
still planning investments could be targeted as they require more education on the 
benefits of the EPCM model. Companies with the biggest potential in this group are:  
 Energa,  
 Katowicki Holding Weglowy 
 PGE  
 PKN Orlen 
Since they are bound to their traditional transactional approach, they need to be made 
aware of the fact that they are being path dependent and the historic reasons and future 
implications behind it. Only after the problem has been acknowledged, the changes can 
come. This will require many visits to the customers but as the customer becomes 
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convinced of the benefits, the case company will be the first company they will turn to 
when there will be a need for such services. Moreover, the current crisis in the energy 
and mining industries can work as a path breaking mechanism that will ease the 
understanding of the situation. 
After eight months the second level of players could be targeted. The most interesting 
companies include those that are already doing business in the international markets. 
These include companies from both the mining and energy industry, such as: 
 Famur  
 Kopex  
 Rafako 
Because these companies are modern, they already know the benefits of strategic make-
or-buy decisions and thus, the main aim here would be to create relationships and rather 
educate the companies on how the case company’s services can give them benefits. 
Again, the main aim is to gain their trust since the closer the relations are the more 
willing they are to do business. 
Thereafter, the traditional companies can be targeted with the aim of educating them 
about the possibilities that using engineering services can create. Even though they are 
to a big extent a very closed group, the most open-minded companies can be identified 
based on their openness and accessibility to contact information found on their web 
pages. These are, for example: 
 Fugor 
 Niwka 
 KGHM Zanam 
These companies are fighting in the market for survival and thus need a competitive 
edge in regard to their competition knowing that something must be done. Therefore, 
they must be shown how they can be the company that will survive in these difficult 
times. They should be targeted with the same educating and path breaking approach as 
with the first level with the difference of emphasizing the competitive advantage 
enhancing possibilities. As the companies are very hierarchical with older people in the 
board, traditions should be kept in mind. 
Finally, after another six to eight months the third level players may potentially be 
targeted once the practices of the markets have changed sufficiently and enabled the 
subcontractors to change their way of working as well. Since at this point the aim is to 
have the second level companies regard high-quality products as given, the third level 
players will have the chance to change accordingly. Here the same approach should be 
used as for the second level. 
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6. CONCLUSIONS  
In this chapter we will present the conclusions that synthesize the discoveries made in 
the study. Managerial implications in subchapter one present the outcome of the study 
from the case company’s point of view, followed by theoretical implications in 
subchapter two where the results are discussed in regard to the theory used in the thesis. 
Finally, evaluation of the research is presented in subchapter three while the social 
implications and the ideas for further research is discussed in subchapter four. 
 Managerial Implications  6.1.
The constantly globalizing world is offering new markets and thus market opportunities 
to anyone who is able to capture that potential. As entering a new market is a strategic 
decision that has significant impact on the company’s operations, it is always 
encompassed with a certain amount of risk. In order to have the best preconditions for a 
successful market entry, it is essential to conduct a market opportunity analysis by 
assessing the internal and external factors affecting the opportunity. By understanding 
the forces that influence the market preferences and needs, it is possible to maximize 
customer value and create relationships that are beneficial to both parties resulting in a 
win-win situation. The purpose of this thesis was to study market opportunities and 
value creation in the Polish mining and energy industries. By studying these industries 
as such, we identified three main similarities in their practices, which are:  
 Growth perspectives 
 Need for high-tech solutions 
 Long-term relationships  
Growth perspectives indicate that as Polish companies are planning big investments and 
expansion abroad, they have a significant predictable potential in the near future. This 
means that there is and will be demand for different kind of services, including 
engineering services, especially as there is a limited amount of companies offering such 
services in the market. Moreover, as Poland is becoming more international, global 
institutions and other companies are putting pressure on the Polish government to 
produce environmental high-tech solutions which not only enable keeping up with the 
standards but also help the Polish companies to be competitive in regard to the foreign 
companies. As virtually no company can have the necessary skills and resources to 
finish all the investment projects singlehandedly, companies are forced to contemplate 
on make-or-buy-decisions and seek for partners. This, in turn, brings the further need to 
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form consortiums and partnerships in order to have the necessary resources for 
implementing high-tech projects and, again, to be competitive compared to the rivals.  
The habit of acting out of a need rather than a strategic viewpoint can also be seen in the 
dynamics of the project and equipment engineering industries. Our study showed that in 
both cases the industry was strongly characterized by the use of traditional transactional 
market practices where the only aim is to negotiate as low a price as possible for a 
onetime transaction. Thus, the behavior is short-time oriented and looks for the 
immediate benefits rather than long-term advantage. Moreover, the traditional practices 
were also visible from the pressure of the public procurement law and the mentality of 
avoiding responsibility. It shows how traditional and hierarchical the Polish society still 
is and partly explains why the practices have not changed before. 
While the Polish companies are struggling in order to stay profitable, the demand is 
constantly growing. Therefore companies are consolidating in order to gain more 
resources and credibility. This has happened several times before in history, for 
example, in the flat glass industry (Uusitalo, 1997) where the companies that were 
unwilling to adopt the new glassmaking technology but rather preferred to fight against 
it and consolidate, ended up disappearing from the market altogether. Because history 
likes repeating itself, this implies that as the Polish companies are stuck in the 
traditional practices and seem to be unwilling to change them into more long-term and 
partnership oriented, they will end up ceasing to exist. In other words, those companies 
that will adapt to the modern practices will have the potential to become the most 
profitable ones in the industry just like Skoda who was able to initiate renewal by 
making radical changes to its products and organization after the protected domestic 
market was opened to free competition in 1990 (Pavlinek, 2008). Their key to success 
was to become more market oriented, utilizing the existing resources and cooperating 
with an external party, car producer Volkswagen. (Pavlinek, 2008) 
This discontinuity in the industry practices offers our case company an attractive market 
opportunity: as current occurrences in the industries are accelerating, they are slowly 
making the companies realize that they must act before they are overridden by other 
firms. This is where the case company can speed up the understanding process by 
educating companies in the industry and thus gaining their trust and possibly create 
partnerships with them. Moreover, the customer preferences towards companies with 
references and comprehensive services together with the lack of cultural differences 
support the attractiveness of the opportunity. As not only can the language barriers be 
easily tackled, they are slowly but continuously vanishing, making the opportunity seem 
even more appealing. By seizing this opportunity step by step, firsthand experience will 
be gained from the market, allowing the discovery of additional opportunities that are 
just waiting to be seized.  
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 Theoretical Implications  6.2.
This thesis discussed the concept of market opportunity and value creation. In the first 
chapter of theoretical background the definition of market opportunity and different 
market opportunity analysis frameworks was presented. The second chapter then 
concentrated on identifying where market opportunities can be found and enhanced. In 
the following third chapter the concept of value was defined and its components 
introduced. Moreover, sources of market opportunities and how they can be created 
through make-or-buy decisions and relationships was identified. Finally, as 
understanding the business environment is strongly dependent on the culture of the 
target market, the general business culture of Poland was introduced in the fourth 
chapter.  
This literature brought us to the finding and reasserting market opportunity framework 
with four steps, beginning with assessing the external environment, continuing with 
market analysis and assessing the possibility to create value, and finally ending with the 
evaluation of the opportunity attractiveness. The research for the first two phases of the 
framework was mainly conducted using secondary sources and complied with the 
requirements and extent of the framework. It not only gave a better understanding of the 
Polish business environment but also created a comprehensive picture of Poland and its 
markets. 
The most important scientific contribution of the research was the reception of survey 
inquiries amongst Polish companies. The main reason for such a low response rate is the 
lack of direct information resulting in the need to send the survey through secretaries 
who most probably prevented the survey from reaching their target. Therefore, it is 
important to contact these gatekeepers personally and obtain a direct contact to the 
survey targets. Moreover, as it is not universal for companies to do studies in 
collaboration with universities, information is kept strictly inside of the companies and 
there is no possibility for them to get development support from outside. By expanding 
their cooperation, companies could be a part of creating innovations which would be 
very beneficial to their daily operations.  
The thesis findings seem to be consistent with the sources of opportunities presented by 
Drucker (1985) since industry changes were mentioned as one way leading to an 
innovation opportunity. Similarly, there were correspondences between industry 
discontinuities and S-curve as well as the flat glass industry (Uusitalo, 1997) which 
indicate that they can genuinely be observed in real life. 
 Evaluation of the Research  6.3.
In this chapter we will evaluate the success of our research strategy and process 
designed in chapter 2.5. According to McGrath & Brinberg (1983) the quality of any 
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research is judged by the validity and reliability of the research, both in terms of the 
research methods and the conclusions. This requires the method and the execution to be 
appropriate for the given research. 
The thesis was conducted as an empirical qualitative case study, starting with the 
definition of the research problem, followed by the examination of relevant theoretical 
background that was used in constructing a framework for the empirical study. This 
framework was then applied in the empirical part by gathering relevant empirical data, 
analyzing it and reporting the results.  
Data gathering methods used in this research were from both secondary and primary 
sources, such as existing articles, personal interviews and surveys. All of the used 
information was gathered from reliable, official sources, such as refree-articles and 
official Polish and international pages in order to ensure the reliability of the study. By 
using triangulation, that is using information from different sources, the aim was to 
create an unbiased view of the market. In order to secure the validity of the study, the 
framework was based on extensive theoretical background that ensures the 
comprehensiveness of the gathered information. Additionally, existing theories were 
used in the construction of the interview and survey questions to, again, ensure the 
validity and comprehensiveness of the answers. Moreover, the interviews were 
conducted in related context with people who have many years’ experience from their 
respective fields using the same questions for all the participants.  
Unfortunately, because of the low response rate of the survey, no valid results were 
obtained and, because of this, no results were presented in the thesis. This prevented us 
from getting a universal opinion from a larger part of our target market. The main 
reason for a poor response rate was most probably the lack of contact information to the 
company representatives as expected in a highly hierarchical country. As surveys were 
sent through secretaries, they most probably prevented the surveys from reaching the 
survey targets in the first place. This is understandable because the secretary’s job is to 
filter any flow of information that is regarded as unnecessary and save their bosses’ 
time. On the other hand, it is not universal for companies to do studies in collaboration 
with universities in Poland and information is kept strictly inside of the companies 
(Seppo et al., 2014).  
This implies that the most realistic way of reaching company representatives is to, 
firstly, send an email to the target person or his secretary and, secondly, follow up with 
the enquiry with a call. This way the recipient is aware of who is calling and in what 
respect, which gives better opportunities to reach the person. Unfortunately, this would 
have required too much work for a survey which is supposed to be a quick and efficient 
way of receiving information from a large pool of people. Moreover, reaching a person 
would also most probably require an oral survey because of the poor knowledge or 
willingness to use computers. 
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However, the ten personal interviews that were taken were fairly consistent which 
would imply that they can be generalized for the majority of the industry players. 
Moreover, there were a few interviewees who were able to talk about the industry and 
its preferences from an extensive personal experience, which ensures the reliability on a 
larger scale, at least in case of the studied industries.   
 Social Implications and Further Research 6.4.
The study covered by the thesis creates social implications and raises additional 
questions concerning the Polish market. As discussed previously, the extremely low 
response rate for thesis survey was not caused by the language barriers as it was 
conducted in Polish, while the lack of sufficient computer literacy is also rather 
improbable assuming that it is impossible to work without such skills in modern times. 
Even though there is the possibility of people not taking the trouble to answer the 
surveys, the most probable reason is that they did not reach their targets in the first place 
because of the secretaries working as the gatekeepers. The general idea is to save the 
managers’ time so that they would work efficiently and be more productive to the 
company.  
Secretaries’ job is to filter all the unnecessary flow of information from the important 
ones, such as business opportunities, that may interest their bosses (Webster & Wind, 
1996). Therefore, the common practice in hierarchical Poland is to send an email to the 
general secretary whose contacts are usually the only ones available. Sometimes an 
actual letter is required in order to be considered as someone worthy of answering to. 
After the initial contact, it is the secretary who decides whose contact requests are worth 
sending further and which ones finish their journey at her desk. Thus it is the secretary’s 
job to assess whether a given contact request is a potential opportunity to the company 
or not. In a society where companies do rarely research and development cooperation 
with universities, such requests may be immediately discharged because they are seen 
as unnecessary. This way the cooperation requests are rarely delivered to their target 
and thus rarely reach their full potential.  
These practices are consistent with Triple Helix I configuration presented by Etzkowitz 
& Leydesdorff (2000) where the state encompasses academia and industry. Each of 
these relations is steered by the state and thus innovation and development is, 
consciously or not, discouraged. Etzkowitz & Leydesdorff (2000) present Triple Helix 
III as an alternative configuration where the institutions are overlapping, resulting in 
new innovations that generate benefits to both parties. As Polish companies are mainly 
driven by monetary issues, the main benefit that they may be willing to accept for 
adopting modern practices is the process innovation discussed also by Drucker (1985). 
Drucker (1985) defines process innovation as the development of the process of 
producing a product resulting in higher efficiency and thus lowered costs. In other 
words, if the reduction of expenses proves to be more significant than the cost of the 
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innovation, adopting a new innovation will be perceived as worth the investment, which 
was also suggested by Qvintus (2015).  
Since university-company cooperation can bring significant benefits to companies not 
only as reduced costs but also as increased competitiveness, the decision whether or not 
to cooperate becomes an important strategic question that should be made by managers 
solely (Elmuti et al., 2005). As secretaries seem to currently be the ones deciding on 
whether a cooperation request reaches the managers, they are actually doing partly the 
strategic decisions for the company. This raises the question whether secretaries possess 
sufficient information on the current affairs and thus are the correct people to make such 
fundamental decisions, a question raised also by Bunn & Campbell (2014). This applies 
especially in a critical time as now when each decision has a significant impact on the 
competitiveness of a company and thus may be crucial for its future existence. 
This thesis opens many additional possibilities for further research. The most apparent 
one is the question how quickly the changes in the Polish market practices will change 
and whether the gained results can be generalized for different industries in the same 
market, such as the machine-building industry or shipbuilding industry, possibly in a 
more business-to-customer environment as well. Moreover, it would be interesting to 
categorize the companies according to how visionary their attitude is towards adopting 
new innovations, for example, whether they are technology enthusiasts leading the 
change or rather skeptics who are the last, if ever, to adopt a technology. This would 
help in understanding what the main determinant of company’s innovativeness is and 
what affects it. It would also give the possibility to assess how accurate the 
categorizations used in the thesis were and whether they could be specified further. 
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APPENDIX 1:  INTERVIEW QUESTIONS 
Questions 
1. Background information 
a. Interviewees’ professional background? 
b. In which field does the company operate? 
 
2. Industry’s economic outlook  
a. What is the industries situation at the moment? 
b. How may it change in upcoming years? 
 
3. Engineering make-or-buy decisions in the company 
a. How is engineering/investment acquired? 
i. cost advantages VS strategic partnership 
b. Any experience from procuring engineering services from abroad? 
c. Benefits/ disadvantages of this practice?  
i. e.g. organizational, improvement, financial and cost  
 
4. Engineering buy decision criteria 
a. Related to the buying company? 
b. Related to the engineering company? 
c. Related to the engineering service? 
d. Related to other issues? 
 
5. Engineering make-or-buy decisions in Poland 
a. How are engineering make-or-buy-decisions made in Poland in general? 
b. Why? 
c. Does the origin of the engineering company make any difference? 
d. Benefits/ disadvantages of this practice? 
e. Have the practices changed in the last 5-10 years? 
f. How do you think they should change? 
g. How do you think they will change? 
 









Welcome to this survey about engineering practices and preferences in the Polish market that 
will be used for a master’s thesis. Answering the questions will take about 5-10 minutes and 
it is important that you will answer all the questions. The answers will be processed 





1. How often does your company use engineering services? 
a. very often 
b. often 
c. from time to time 
d. seldom 
e. very seldom 
f. we do not use such services 
g. I don’t know  
 
2. Is there any specific reason for such a policy?  
 
3. How important are the following reasons for your company to use engineering 
services? (0 – is of no importance, 6 – has the biggest importance) 
 0 1 2 3 4 5 6 
utilizing the technical expertise and experience of the other 
company 
       
possibility to adapt to fluctuations in demand         
cost benefits        
necessity of outsourcing because of time constraints        
concentrating on core competencies and outsourcing the non-
core activities   
       
lack of own resources or competencies        
partnering with known trustworthy companies to improve one’s 
credibility and thus create value to final customer 
       
trust in the safety of the company’s intellectual property        
willingness to cooperate with other companies        





4. Which criteria do you find important when choosing an engineering office?  
(0 – is of no importance, 6 – has the biggest importance) 
 0 1 2 3 4 5 6 
Qualities of the engineering company        
- financial situation (e.g. revenue)         
- experience of the personnel         
- realized projects        
- reputation and references        
- organizational skills (quality management system, 
organization of company) 
       
- local presence        
- employment of occupational safety and hygiene rules        
- the possibility to communicate in Polish        
- comprehensive services offering        
- considering environmental issues in engineering        
- other – which?        
Qualities of the engineering service        
- price        
- speed of the project delivery        
- offered guarantee        
- life cycle costs (e.g. cost of use and after sales services)        
- the ease with which a project can be ordered (required 
time and effort from the client) 
       
- other – which?        
  
 
Thank you for your time and valuable answers! In case of any questions please contact me 
directly. 
 





APPENDIX 3:  INTERVIEWEES 
Date Field Position 
19.09.2014 Energy Consultant 
09.10.2014 Mining Supplier Development Engineer 
13.10.2014 Energy Project Manager 
14.10.2014 Mining Chief Executive Officer 
16.10.2014 Mining Design Manager 
21.10.2014 Mining Design Manager 
22.10.2014 Energy Investment Projects Manager 
30.10.2014 Mining Project Manager 
30.10.2014 Energy Project Manager 




APPENDIX 4: COMPANIES PRODUCING MATERI-
AL HANDLING EQUIPMENT  
 
Nro Company Headquarters 
if not Poland
Location
1 TORUŃSKIE ZAKŁADY URZĄDZEŃ OKRĘTOWYCH "TOWIMOR" S.A. TORUŃ
2 MOSTOSTAL ZABRZE KONSTRUKCJE PRZEMYSŁOWE S.A. ZABRZE
3 FABRYKA MASZYN I URZĄDZEŃ "FAMAK" S.A. KLUCZBORK
4 ZAKŁAD BUDOWY URZĄDZEŃ DŹWIGNICOWYCH "ZBUD" Sp. z o.o. DĄBROWA TARNOWSKA
5 DEMAG CRANES & COMPONENTS Sp. z o.o. GERMANY WARSZAWA
6 FABRYKA URZĄDZEŃ DŹWIGOWYCH S.A. MIŃSK MAZOWIECKI
7 GLIWICKIE ZAKŁADY URZĄDZIEŃ TECHNICZNYCH "GZUT" S.A. GLIWICE
8 TRANSREM Sp. z o.o. OPOLE
9 FAMA Sp. z o.o. GNIEW
10 PORTOWY ZAKŁAD TECHNICZNY S.A. GDYNIA
11 KONECRANES Sp. z o.o. FINLAND GDAŃSK
12 SCANCLIMBER Sp. z o.o. (PRODUCTION) FINLAND GNIEZNO
13 EUROPA SYSTEMS Sp. z o.o. PYRZYCE
14 GH INTERTECH Sp. z o.o. SPAIN KŁOBUCK
15 „TELESKOP" Sp. z o.o. BELGIUM KOSTRZYN NAD ODRĄ
16 FUGO S.A. KONIN
17 FABRYKA URZĄDZEŃ GÓRNICZYCH „FUGOR" Sp. z o.o. KROTOSZYN
18 „NORES" Sp. z o.o. GORZÓW ŚLĄSKI
19 RIALEX SP. Z O.O. PRZEDSIĘBIORSTWO USŁUG INŻYNIERSKICH KLUCZBORK
20 PRZEDSIĘBIORSTWO „HAK" Sp. z o.o. WROCŁAW
21 PROTEA Sp. z o.o. GDAŃSK
22 „HOLDING-ZREMB GORZÓW" S.A. GORZÓW WIELKOPOLSKI
23 ASTAL SP. Z.O.O. GORZÓW ŚLĄSKI
24 ABUS CRANE SYSTEMS POLSKA Sp. z o.o. POLAND/ 
GERMANY
GLIWICE
25 „ELEWATOR" Sp. z o.o. RUDA ŚLĄSKA
26 „ELSZYK" Sp. z o.o. GDAŃSK 
27 „HYDRO NAVAL" ADKONIS, MICHAŁEK, SOBKÓW sp.j. SŁUPSK
28 JASTRZĘBSKIE ZAKŁADY REMONTOWE „DŹWIGI" Sp. z o.o. JASTRZĘBIE-ZDRÓJ
29 LIFT TECHNIKA Sp. z o.o. WROCŁAW
30 PPH „ANTHA POL" Sp. z o.o. PUCK
31 PPH „PORKON" Sp. z o.o. ORNETA
32 PRZEDSIĘBIORSTWO PRODUKCJI, HANDLU I USŁUG „PREMAG" Sp. z o.o. WROCŁAW
33 PRZEDSIĘBIORSTWO PRODUKCYJNO KONSULTINGOWO HANDLOWE 
„WIS MARK" Sp. z o.o.
WŁOCŁAWEK
34 PRZEDSIĘBIORSTWO WIELOBRANŻOWE „DŹWIGOPOL PRIM" Sp. z o.o. ŁÓDŹ
35 SYSTEMY TRANSPORTU BLISKIEGO „PANDA" Sp. z o.o. BYDGOSZCZ
36 TECHTRANS Sp. z o.o. JASIEŃ
37 WINDEX HOLDING Sp. z o.o. ZABRZE
38 ZAKŁAD PRODUKCJI URZĄDZEŃ DŹWIGOWYCH „FRENZAK" Sp. z o.o. MIKOŁÓW
39 ZPU „REMAT" Sp. z o.o. WARSZAWA
40 ZAMET INDUSTRY S.A. PIOTRKÓW TRYBUNALSKI
41 FORTECH Sp. z o.o. PRASZKA
42 MISTA Sp. z o.o. STALOWA WOLA
43 EMATECH SERWIS Sp. z o.o. MYSŁOWICE
44 BUD TOR ANDRZEJ KOSMATY I LESZEK KOSMATY SPÓŁKA JAWNA BESTWINA
45 BYTOMSKI ZAKŁAD URZĄDZEŃ DŹWIGNICOWYCH Sp. z o.o. BYTOM
46 CAFREX Sp. z o.o. NYSA
47 DERIC TECHNIK S C RYSZARD DZIURLEJA KRZYSZTOF KRUSZONA PLEWISKA
48 DAW MAR ZAKŁAD PRODUKCJI ZAWIESI LINOWYCH I ŁAŃCUCHOWYCH 
SŁAWOMIR TOMKO
ZABRZE
49 DŹWIGAR BROGUL I STĘPIEŃ SPÓŁKA JAWNA POZNAŃ
  





1 Jastrzębska Spółka Węglowa SA     KWK Borynia-Zofiówka
    KWK Budryk
    KWK Jas-Mos
    KWK Krupiński
    KWK Pniówek
2 Katowicki Holding Węglowy SA     KWK Murcki-Staszic
    KWK Mysłowice-Wesoła
    KWK Wieczorek
    KWK Wujek
3 Kompania Węglowa SA     Oddział KWK Bielszowice
    Oddział KWK Bobrek - Centrum Ruch Bobrek
    Oddział KWK Bobrek - Centrum Ruch Centrum
    Oddział KWK Bolesław Śmiały
    Oddział KWK Brzeszcze-Silesia Ruch I
    Oddział KWK Chwałowice
    Oddział KWK Halemba-Wirek Ruch Halemba
    Oddział KWK Halemba-Wirek Ruch Wirek
    Oddział KWK Jankowice
    Oddział KWK Knurów-Szczygłowice
    Oddział KWK Marcel
    Oddział KWK Piast
    Oddział KWK Pokój
    Oddział KWK Rydułtowy-Anna Ruch I
    Oddział KWK Rydułtowy-Anna Ruch II
    Oddział KWK Sośnica-Makoszowy Ruch Makoszowy
    Oddział KWK Sośnica-Makoszowy Ruch Sośnica
    Oddział KWK Ziemowit
    Oddział Zakład Górniczy Piekary
4 Południowy Koncern Węglowy SA     Zakład Górniczy Janina
    Zakład Górniczy Sobieski
5 KWK Kazimierz-Juliusz sp. z o.o.     KWK Kazimierz-Juliusz
6 Lubelski Węgiel Bogdanka SA     Lubelski Węgiel Bogdanka
7 Siltech sp. z o.o.     Siltech
8 Przedsiębiorstwo Górnicze "SILESIA" sp. z o.o.     Silesia
  
APPENDIX 6: COMPANIES PRODUCING MINING 
EQUIPMENT 
 
Nro Company Headquarters if 
not Poland
Location
1 FAMUR SPÓŁKA AKCYJNA KATOWICE
2 SANDVIK MINING AND CONSTRUCTION Sp. z o.o. SWEDEN TYCHY
3 DOLNOŚLĄSKA FABRYKA MASZYN ZANAM-LEGMET Sp. z o.o. POLKOWICE
4 KOPEX MACHINERY S.A. (ZABRZANSKIE ZAKLADY MECHANICZNE, WAMAG & 
RYFAMA)
TARNOWSKIE GÓRY
5 FABRYKA ZMECHANIZOWANYCH OBUDÓW ŚCIANOWYCH "FAZOS" S.A. (FAMUR) TARNOWSKIE GÓRY
6 RYBNICKA FABRYKA MASZYN "RYFAMA" S.A. (KOPEX) RYBNIK
7 BECKER-WARKOP Sp. z o.o. GERMANY ŚWIERKLANY
8 FABRYKA MASZYN I URZĄDZEŃ TAGOR S.A. (KOPEX) TARNOWSKIE GÓRY
9 JOY MASZYNY GÓRNICZE Sp. z o.o. USA TYCHY
10 FABRYKA MASZYN GÓRNICZYCH "PIOMA" S.A. (FAMUR) PIOTRKÓW TRYBUNALSKI
11 ZAKŁAD MASZYN GÓRNICZYCH "GLINIK" Sp. z o.o.  (FAMUR) GORLICE
12 MINE MASTER Sp. z o.o. POLAND/ 
GERMANY
WILKÓW
13 Grupa Kapitałowa GONAR Sp. z o.o. KATOWICE
14 PATENTUS S.A. PSZCZYNA
15 HYDROTECH S.A. RYBNIK
16 FABRYKA URZĄDZEŃ GÓRNICZYCH „FUGOR" Sp. z o.o. KROTOSZYN
17 „ARTECH RYBNIK" Sp. z o.o. RYBNIK
18 BAUER MASZYNY POLSKA Sp. z o.o. GERMANY WARSZAWA
19 „BEA POLSKA ELEKTROTECHNIKA I AUTOMATYZACJA" Sp. z o.o. GERMANY WROCŁAW
20 BOART LONGYEAR POLAND Sp. z o.o. USA KĄTY WROCŁAWSKIE
21 „CARBOMECH" Sp. z o.o. RUDA ŚLĄSKA
22 DORMET GROUP Sp. z o.o. KATOWICE
23 FABRYKA MASZYN GÓRNICZYCH „NIWKA" S.A. SOSNOWIEC
24 FABRYKA MASZYN I URZĄDZEŃ „OMAG" Sp. z o.o. BRZEZINKA
25 FADROMA DEVELOPMENT Sp. z o.o. WROCŁAW
26 FUGO S.A. KONIN
27 JENNMAR MEROL Sp. z o.o. USA STALOWA WOLA
28 „KAMEX" Sp. z o.o. POLAND/ 
GERMANY
OPOLE
29 „KRUMMENAUER" Sp. z o.o. GERMANY TYCHY
30 „MAKRUSZ" S.A. BYDGOSZCZ
31 „METALKOP" Sp. z o.o. ZABRZE
32 MIFAMA Sp. z o.o. MIKOŁÓW
33 NOWOSĄDECKA FABRYKA URZĄDZEŃ GÓRNICZYCH „NOWOMAG" S.A. W 
NOWYM SĄCZU (FAMUR)
NOWY SĄCZ
34 NPL Sp. z o.o. MIELEC
35 PPH „DAWID" Sp. z o.o. W SZTUMIE SZTUM
36 PRZEDSIĘBIORSTWO KONSTRUKCJI I BUDOWY MASZYN Sp. z o.o. KATOWICE
37 REMONTEX - Sp. z o.o. RYBNIK
38 „SADEX" Sp. z o.o. RYBNIK
39 TRANS PROJECT RYBICKI sp.j. MIKOŁÓW
40 „WRĘBOWA" Sp. z o.o. RYBNIK
41 WYTWÓRNIA SIT PROGRESS J. SAWICZ J. KRZYSZTOSZEK  IT IRMANÓW
42 ZAKŁAD PRODUKCYJNO REMONTOWY „KRUSZ SERWIS" Sp. z o.o. BYDGOSZCZ
43 ZAKŁADY MECHANICZNE „NIEMCZA" Sp. z o.o. NIEMCZA
44 „ZAKŁADY MECHANICZNE PRZEMYSŁU CERAMIKI BUDOWLANEJ" CERAMA „WE 
WROCŁAWIU Sp. z o.o."
WROCŁAW
45 ZAKŁADY MECHANICZNE URZĄDZEŃ GÓRNICZYCH „DEZAM" Sp. z o.o. DZIERŻONIÓW
46 PAKGUM MASZYNY I URZĄDZENIA GÓRNICZE Sp. z o.o. SIEMIANOWICE ŚLĄSKIE
  




Nro Power Station Investor Power Fuel Status
1 Blachownia Power Station (new gas block) Tauron & KGHM Polska Miedź 800-910 MW Gas  On hold
2 Bydgoszcz CHP (new block) PGE GiEK 437 MWe Gas  Tender  
3 CHP Elbląg (nowy blok) Energa 25 MWe, 30 MWt Biomass Tender  
4 CHP Gorzów (new gas-steam block) PGE 138 MWe i 90 MWt Gas  Building
5 CHP Katowice (new block) Tauron 135 MWe i 90 MWt Gas  On hold
6 CHP Nowa - Dąbrowa Górnicza (new turbine) Tauron 50 MW Hard coal & gas Building
7 CHP Rzeszów (new block) PGE 29 MWe & 26 MWt Gas Building
8 CHP Tychy Tauron 50 MW Hard coal
9 CHP Tychy (new block) Tauron 40 MW Biomass Building
10 CHP Zabrze (new block) Fortum 130 MWe i 180 MWt Hard coal & biomass On hold
11 CHP Żerań PGNiG Termika ok. 450 MW Gas  Planning
12 CHP Żerań PGNiG Termika 390 MWt Gas  Planning
13 CHP Zgierz PGE 20 MWe ? Building
14 CHP Zofiówka (fluidalny blok energetyczny) Spółka Energetyczna "Jastrzębie" SA 75 MWe, 110 MWt, Hard coal Building
15 Czeczott Power Station Kompania Węglowa ~ 1000 MW Hard coal Planning
16 Dąbrowa Górnicza (new turbogenerator in 
Nowa Power Station)
Tauron Ciepło 50 MW Blast furnace gas Building
17 CHP Stalowa Wola Tauron & PGNiG 450 MWe i 240 MWt Gas  Building
18 Skawina Power Plant (new gas-steam block) CEZ 430 MWe & 200 MWt Gas  Building
19 Grudziądz (elektrownia gazowo-parowa) Energa 420 - 600 MWe Gas  Tender  
20 Jaworzno III Power Plant (new block) Tauron 50 MW Biomass Building
21 Jaworzno Power Station Tauron 910 MW Hard coal Building
22 Kędzierzyn-Koźle (CHP in ZAK) Zakłady Azotowe Kędzierzyn 50 MWe i 250 MWc Gas / Hard coal Building
23 Kędzierzyn-Koźle (new CHP in ZAK) Zakłady Azotowe Kędzierzyn 50 MWe i 250 MWc Hard Coal Building
24 Koksownia Przyjaźń w Dąbrowie Górniczej 
(new block)
Koksownia Przyjaźń 71 MWe Coal gas Building
25 Kozienice Power Station (blok nr 11) Enea & PGNiG 800 - 900 MW Gas  Building
26 Kozienice Power Station Enea 900 - 1000 MW Hard coal Building
27 Łagisza Power Station (new block) PGNiG & Tauron 413 MW Gas  Building
28 Lublin PGE 135 MW Gas  Building
29 Murcki-Staszic i Mysłowice-Wesoła Mine Katowicki Holding Węglowy 40 - 60 MW (each) Hard coal Planning
30 Nuclear Power Plants PGE 2 x 3000 MW Nuclear Power Planning
31 Opole Power Station PGE 2 x 900 MW Hard coal Building
32 Ostrołęka Power Station Energa 1 000 MW Hard coal Building
33 Płock PKN Orlen 400 do 600 MWe Gas  Tender  
34 Płock ( CHP) PKN Orlen 70 MWe Gas  Tender  
35 Północ Power Station Jacek Strzelecki 50,01%, 
Radwan Investments GmbH 10%,  
Kulczyk Holding 39,99%
2x1000 MW Hard coal Building
36 Przemyśl (new CHP) PKP Energetyka 25 MWe Gas  On hold
37 Puławy ZA Puławy & PGE Górnictwo i Energetyka 800-900 MWe Gas  Tender  
38 Rybnik Power Station EDF 900 MW Hard coal & biomass On hold
39 Stalowa Wola Power Plant (new block) Tauron 50 MW Biomass On hold
40 Turów Power Station PGE 430 - 450 MW Lignite Building
41 Tychy Power Station (new block) Tauron 50 MWe i 90 MWt Hard coal Building
42 Water Power Plant at Wisla river Energa 60 - 100 MW Water energy
43 Włocławek PKN Orlen 463 MWe Gas  Building
44 Wrocław (new CHP) Fortum 400 MWe i 290 MWt Gas / Biomass On hold
45 ZE PAK (new steam-gas block in Konin 
Power Station)
ZE PAK 120 MW Gas  Tender  
46 Zespół Elektrowni Dolna Odra - CHP 
Pomorzany 
(new gas-steam block)
PGE od 200 do 270 MWe Gas  Tender  
  
APPENDIX 8: CONSTRUCTION COMPANIES 
 
 
Nro Building Powerplants Headquarters if 
not Poland
Location
1 BUDIMEX S.A. POLAND/SPAIN WARSZAWA
2 RAFAKO S.A. RACIBÓRZ 
3 „POLIMEX-MOSTOSTAL" S.A. WARSZAWA
4 Mostostal Warszawa WARSZAWA
5 „ENERGOPOL-SZCZECIN" S.A. SZCZECIN
6 ZAKŁADY POMIAROWO-BADAWCZE ENERGETYKI 
„ENERGOPOMIAR" Sp. z o.o
GLIWICE
7 ELEKTROBUDOWA S.A. KATOWICE
8 PBG S.A. (RAFAKO & ELEKTROMONTAZ-POLUDNIE) PRZEZMIEROWO
9 ENERGOINSTAL S.A. KATOWICE
10 ECM GROUP POLSKA S.A. WARSZAWA
11 CONTROL PROCESS S.A. KRAKÓW 
12 ZAKŁADY REMONTOWE ENERGETYKI KATOWICE S.A. KATOWICE
13 „ENERGOMONTAŻ-PÓŁNOC-BEŁCHATÓW" Sp. z o.o ROGOWIEC
14 TAWI INTERNATIONAL Sp. z o.o WARSZAWA
15 ENERGIKA MAŁGORZATA SZAMAŁEK, ZBIGNIEW SZAMAŁEK 
SPÓŁKA JAWNA
ZASUTOWO 
16 „ELBIS” Sp. z o.o (PGE) ROGOWIEC
17 BIURO STUDIÓW I PROJEKTÓW GAZOWNICTWA 
„GAZOPROJEKT" S.A.
WROCŁAW
18 PRZEDSIĘBIORSTWO ROBÓT INŻYNIERYJNYCH „POL-
AQUA" S.A.
WÓLKA KOZODAWSKA
19 BIURO STUDIÓW, PROJEKTÓW I REALIZACJI 
„ENERGOPROJEKT-KATOWICE" S.A. W KATOWICACH
KATOWICE
20 PRZEDSIĘBIORSTWO AUTOMATYZACJI I POMIARÓW 
„INTROL" Sp. z o.o
KATOWICE
Nro Building Boilers Headquarters if 
not Poland
Location
1 ENERGOINSTAL S.A. KATOWICE
2 FABRYKA KOTŁÓW „FAKO" S.A. RUMIA
3 FABRYKA KOTŁÓW „SEFAKO" S.A. SĘDZISZÓW
4 „FOSTER WHEELER ENERGY FAKOP" Sp. z o.o. SWITZERLAND SOSNOWIEC
5 „KOTŁOINWEST" Sp. z o.o ŚWIECIE
6 „PROMETR" Sp. z o.o. ŁÓDŹ
7 PRZEDSIĘBIORSTWO REMONTU I MONTAŻU URZĄDZEŃ 
ENERGETYCZNYCH „ENERGOSERWIS" S.A.
LUBLIN
8 RAFAKO S.A. RACIBÓRZ 
9 PUPH „INPREX" Sp. z o.o. KATOWICE
10 „REMO KOTŁY MALITA" Sp. z o.o. WARSZAWA
11 ZAKŁADY REMONTOWE ENERGETYKI „ELKO" Sp. z o.o. RACIBÓRZ




APPENDIX 9: ENERGY PRODUCING COMPANIES 
 
   
 
Nro Energy Companies Headquarters     
if not Poland
Location
1 TAURON POLSKA ENERGIA S.A. KATOWICE 
2 PGE Polska Grupa Energetyczna S.A. WARSZAWA
3 ENEA S.A. POZNAŃ
4 ENERGA S.A. GDAŃSK
5 RWE POLSKA S.A. GERMANY WARSZAWA
6 CEZ Polska Sp. z o.o. CZECH REPUBLIC WARSZAWA
7 EDF Polska S.A. FRANCE WARSZAWA
8 ZE PAK S.A. KONIN
9 GDF SUEZ Energia Polska S.A. FRANCE KATOWICE 
10 Spółka Energetyczna "Jastrzębie" S.A. JASTRZĘBIE-ZDRÓJ
11 Kompania Węglowa KATOWICE
12 Katowicki Holding Węglowy KATOWICE
13 Fortum Power and Heat Polska Sp. z o.o FINLAND ŚWIEBODZICE
14 JSW KOKS S.A. ZABRZE
15 POLSKI KONCERN NAFTOWY ORLEN S.A. PŁOCK
16 PGNIG TERMIKA S.A. WARSZAWA
17 KGHM Polska Miedź LUBIN
18 Zakłady Azotowe Puławy S.A. PUŁAWY
19 Zakłady Azotowe Kędzierzyn KĘDZIERZYN - KOŹLE
20 PGE GÓRNICTWO I ENERGETYKA KONWENCJONALNA S.A. BEŁCHATÓW 
21 PKP Energetyka WARSZAWA
